Resale price maintenance . . can industrials enforce it? 
Report leak, breach of trust threaten census 
Rust-Oleum pushes distributors’ other products by mail 
Droodles tell sales message, keep ’em chuckling 

Big, new industry is born . . it’s atomic 


Merchandising tale . . Delta finds new way to sell tools 
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ENGINEERING AND F 
MINING JOURNAL 


_ 1954 EDITORIAL BOX SCORE 


Feature Articles on. 
33 divisions of metal 
and nonmetallic 
mining industry 





Aluminum 
Antimony 
Arsenic 
Asbestos 
Barite 

Bery! 
Bismuth 
Cadmium 
Cobalt 
Chromium 
Copper 
Feldspar 
Fluorspar 
Gold 

Iron and Taconite 
Lead 
Magnesium 
Manganese 
Mercury 
Mica 
Molybdenum 
Nickel 
Perlite 
Phosphate 
Platinum 
Potash 
Silver 
Sulfur 

Tin 
Titanium 
Tungsten 
Uranium 
Zine 


[= officials who subscribe to ENGINEERING AND 
MINING JOURNAL not only are interested in a wide variety 
of minerals . . . but also in many different phases of mining 
and metallurgical operations. 


As evidence, here are some of the titles of E&MJ feature 
articles that have been reprinted at the request of readers. 


e How to Operate A Drifter @ World’s Major Titanium 

e How to Operate A Stoper Mine & Smelter Swing 

e How to Make Uranium Into Full-scale Production 
Mining Pay More Brand New Plant for 
Work on Taconite Now Secondary Smelting 
Heads Toward What the Future Holds 
Commercial Goal for Hydrometallurgy 
How to Operate How Dowa’s Plant Ex- 
A Flotation Machine tracts CuZn From a 
How to Operate A Single Electrolyte 
Thickener Improved Plant Design 
How to Operate Marks New Utah Refinery 
A Grinding Circuit 

and 
U,0O; ... FORMULA FOR PROFITS 


This 32-page feature article, published in September 1954, 
presented to the mining industry the latest information on 
many phases of the uranium industry. Geology . . . Geo- 
physics ... Mininglaw . . . Exploration .. . Drilling... 
Mining ... Milling... Marketing... Current mining activity. 
“U.0, ... Formula For Profits” has sparked the interest of 
mining men everywhere. Already more than 12,500 reprints 
have been ordered. 


ENGINEERING AND MINING JOURNAL’s outstanding editorial 
content has made it the traditional reading habit of mining 
men all over the world. That’s why 164 companies advertised 
exclusively in E&MJ in 1954 to help increase their sales to 
the world-wide metal and nonmetallic mining, milling, 
smelting and refining industry. 


ENGINEERING AND 
MINING JOURNAL 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N. Y. 
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The Record Speaks for Itself! 
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fields to receive FRY 
CIRCULATION pub 


These experts are loc 
distributors and whole 
their salesmen know 


> 00% eae FRANCHISE 
CIRCULATION 


receive FRANCHISE CIRCU- | 
LATION magazines and your 
advertising therefore reaches 

a handpicked audience — known 
buyers of your products or services, 
No other method of circulation 

can give such selective readership! 


Flow 
Flow's Material Handling 
illustrated Write for booklet ‘‘How Franchise Circulation Operates’. 
H ‘ 
Industry & Welding 
Welding Illustrated THE INDUSTRIAL PUBLISHING GROUP 
Commercial Refrigeration 1240 ONTARIO STREET 


& Air Conditioning 
Applied Hydraulics 
Occupational Hazards 
Precision Metal Molding 


CLEVELAND 13. OHIO 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher Kasai Wintiek Decks cad Decctery Wanber 
EDITORIAL STAFF Curtis Fuller, Editor 


8. R. Bernstein, Editorial Director D c 
Merle Kingman, Managing Editor @@aa BUSINESS STAFF 
Frederick Borden, Eastern Editor 
Leo Anderson, Associate Editor Nt Page er we oe gd 
3 ° a ° rd, vertising Director 

Betty Aulenbach, Associate Editor Gorden D. Lewis, Mgr. Sales and Service 
Miriam Frankel, Editorial Assistant William Hanus, Asst. Mgr. Sales Service 
Bob Aitchison, Contributing Editor 0 Darrow, Eastern Advertising Manager 
Stanley E. Cohen. Washinct i urray Packard, Western Advertising Mgr. 
at emt a oa a ae George F. Schmidt, Adv. Production Mgr. 

sti e ATL Lecur John A. Ramsey. Promotion Manager 
Elizabeth G. Carlson, Librarian Myron A. Hartenfeld, Circulation Director 


CONTENTS 


22 Confidential report ‘leaks’ . . threatens census almost infinite number of product variations . . pleases 
A fight is raging behind the scenes in Washington customers, too. 
over the business census and Standard Industrial 


86 A new industry is born .. it’s atomic 
Classifications. A breach of trust kicked it off. 


A private industry atomic energy expert outlines the 
scope of the burgeoning atomic energy industry .. a 
new industrial market . . and says that whether the 
atom fulfills its promise of becoming a great force for 
good depends largely upon the leaders of Americcm 
industry . . by John W. Landis 


67 Delta merchandises a new way to sell tools 
Delta sells power tools to a home builder who resells 
them and includes them in price of unfinished house. 
Then Delta merchandises the plan to other builders 
. . by Richard J. Brown 

127 ‘Droodles’ help sell Inland Steel's creosote oil 

68 Resale price maintenance . . can they enforce it? ‘Droodles,’ those pictorial creations of Roger Price, do 
Industrial companies and their distributors can get a selling job in a company external magazine. Here's 
into price wars, too. What are manufacturers doing how they did it with frustrated termite droodles. An 
to control the distributor's resale price? argument for the light touch in industrial sales promo- 


tion . . by Merle Ki 
71 How to save time, space, money on a customer file a it) ea ae tana 


Newark Electric Co. reduces office personnel, saves Departments 
space and time with card file system that tells almost 


everything but the customer's hat size. 80 Advertising volume in Agency changes, 140 


business papers Media changes, 145 
72 Rust-Oleum builds three-way ‘partnership in profit’ Copy chasers 62 Problems in industrial 
A rust preventive maker develops a mail campaign Editorially speaking marketing 
that allows distributors to promote not just one, but Employe communications 150 Reprints available 
seven of their product lines. Result: tremendous dis- IM query 122 Top management forum 
tributor enthusiasm and stepped-up participation in the Industrial shows 
92 
Letters to the editor 
Marketing aids 30 Trends 
75 How to make parts lists cheaply . . by photocopying NIAA news 22 Washington report 
Meletron Corp. shows how it saves money by using News 76 Which ad attracted 


Sales promotion ideas 
program .. by Leo Anderson 


photocopying to make up picture “parts lists” of its Advertiser changes, 136 more readers? 
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“But what,” the President asked, “has this 
got to do with more advertising 


in Product Engineering?" 


“Nothing else sells design engineers like Product Engineering does” 

has particular significance now, and for the foreseeable future. 

Record investments in research are resulting in a record number of new developments 

in materials, electronics, hydraulics, and all other sciences. 

And as these developments are channeled to Design Engineering for conversion into new 
and better products, the Original Equipment Market is alive with change and growth, 
and with both immediate and long-range applications 

for your parts, materials, components, or finishes. 


Growth, change, and new opportunities are synonymous 

with the Original Equipment Market. And Product Engineering is the synonym 
for efficient, productive advertising in this market. Year after year, 

advertisers invest far more advertising pages and dollars in Product Engineering 
than in any other design publication. These pages totalled 4,172 in 1954 

... for aclear lead of more than 1,000 pages over the second design magazine. 
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Product Engineering’s more than 850 advertisers know that 
. “only Design Engineering can make new research discoveries pay off.” 
They also know that, until Design Engineering creates industry’s products 
Purchasing has nothing to buy, 
Production has nothing to manufacture, Sales has nothing to sell. 


Design Engineering is industry’s basic function .. . 

and basic buying influence. For 25 years, Product Engineering has been 
the basic advertising medium to design engineers. Today, as never before, 
concentrated advertising in this magazine is your best sales investment 
in the $28-billion (and growing) Original Equipment Market. 


“Only design engineers can make new research 
discoveries pay oft,” the Advertising Director 
said ..."and nothing else sells design 


engineers like Product Engineering does.” 
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THE MEN 
WHO DESIGN 
AMERICA’S 
NEW PRODUCTS 
READ 
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The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 
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Engineering 
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you dig more | 
Chemical Engineers | 
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No other 
publication 
serving the 
chemical pro- 
cess industries 
offers you such 
a select, no-waste 
engineering 
circulation! 


Chemical 


Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 


Remember... 
the engineer is educated 








to specify and buy! 4 


£265 ENR 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Lauds choice of Walter Paepcke 


as industrial adman of year 


™ TO THE EDITOR . . We are very 
grateful that your Copy Chasers’ 
good taste and intelligence have 
guided you so well in choosing your 
Industrial Advertising Man of the 
Year. 

Walter Paepcke has added con- 
siderably to the stature of our pro- 
fession; we think that your recog- 
nition of his courage will also serve 
to increase the stature of advertis- 
ing in the minds of non-advertising 
people. 

Every word that you have spoken 
in your department for January 
made us feel good . . from your 
words about Churchill and the com- 
parison with other vote seeking 
statesmen (sic), to the remarks 
about the heads of churches who 
have turned into newspaper colum- 
nists and TV stars, to the last sen- 
tence in which you say the only 
writers today who can write in the 
same league with those who pro- 
vided the copy for the Container 
Corp.’s ads are on the Supreme 
Court or fishing off Cuba. 

We've been reading your depart- 
ment for a long time, probably 
haven’t missed an issue in ten 
years . . well, at least since we were 
discharged from service. We’ve en- 
joyed it, we’ve profited from it, 
we've used it in an attempt to con- 
vince advertisers that good adver- 
tising is preferable to bad advertis- 
ing. Now, we are finally and com- 
pletely convinced of what we have 
always suspected: that it is written 
by men of intelligence, taste, under- 
standing and integrity. 


Hail to Walter Paepcke. 

Hail to the Copy Chasers. 
DYNE ENGLEN 

Vice-President, Konon, Eng- 

len, Noone, Chicago. 


Paepcke's article on Container 
campaign pulls reprint requests 
™ TO THE EDITOR . . We are very 
much interested in Walter P. Paep- 
cke’s article, “ ‘Great Ideas’ recall 
our heritage, help build Container” 
(IM, Jan.). If reprints are available, 
we would like a dozen copies. 


A. B. MERRIAM 


Advertising Manager, Bemis 
Brothers Bag Co., St. Louis 


™ TO THE EDITOR . . Please let me 
know if reprints of Walter Paepcke’s 
article in January are available and, 
if so, what charge would be made 
for orders of 100 and 500 copies. 


GEORGE R. THAUER 
Advertising Art Studios, Mil- 
waukee. 


[An eight-page reprint, with full 
color cover, is available, presenting 
Mr. Paepcke’s article and the Copy 
Chasers’ comments. Price: 75c. . . 


Ed. ] 


Sawyer’s article on inquiries 
and readership gets a nod 


® TO THE EDITOR. . As always, How- 
ard Sawyer has come up with an- 
other article (IM, Dec.) that, I 
believe, makes a worthwhile contri- 

Continued on page 12 
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1000 
Advertising 
Pages 


AMERICAN ARTISAN 

reaches the greatest concen- see 
tration of buying power — Advertising 
the larger dealers and con- Pages 
tractors who handle over 

80% of the available 

business. 


Advertising Growth 


AMERICAN ARTISAN excels A good measure of a publication’s standing is the amount of 
in editorial content . . . all 
of it practical, authoritative, 
and designed to help read- 
ers expand their markets, 

handle work more efficiently. conditioning, sheet metal contracting field “size up,” reappraise 


advertising it carries. 


Every year advertisers in the warm air heating, residential air 


the available media . . . and every year American Artisan comes 
out ahead! The Artisan consistently carries far more adver- 
tising than any of its rivals. 


AMERICAN ARTISAN pro- ‘ . 
vides the only FULLY Loe Here, then, is the book that’s acknowledged dominant. Its 


(ABC) circulation in the field. editorial leadership attracts and holds a paid circulation so 
Its superior editorial content ae 
attracts and holds the type valuable that it in turn attracts and holds the bulk of the adver- 
4 of reader who means the tisers in this field. 
“» most to you. 


To reach most effectively the PROFITABLE outlets — the 
progressive dealers and contractors who handle 80% of the 
available business — you, too, will use American Artisan as your 


No. 1 medium. 
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When a new plant executive takes over— 
the industrial salesman gets there FAST 


And 1,645 industrial salesmen 
see to 1t that MILL & FACTORY reaches the 
new man with buying influence immediately 





Conventional circulation methods won’t reach this new plant 
executive for some time. But if he has genuine buying authority, 
he’ll be reading next month’s issue of MILL & FAcToRY. 


That’s because MILL & FAcToRY builds and maintains its market 
coverage in a unique way—through 1,645 industrial sales engineers 
who call continually on the important plants in every trading area 
of the U.S. These local salesmen actually select the men in each 
plant that they call on to receive MILL & Factory. Through regular 
call reports from the field, MILL & Factory is able to keep right 
up to the minute on all important buying influences. It reaches the 
new buying influences immediately and keeps abreast of all other 
changes in current buying influences, as well. 


Contrast this precise, local method of building coverage of industrial 
buying influences—based on the intimate knowledge of industrial 
sales engineers—with the hit-or-miss method of covering lists of 
titles. You will see why MILL & Factory is the only industrial 
magazine that reaches the very same men your own salesmen must 
see to sell your product. 


Here’s the only magazine that can eliminate the 
waste of advertising to men with no buying 
authority...the only magazine that keeps you in 
touch constantly with industrial buying influ- 
ences, old or new. 


Mills Factory 


CONOVER-MAST PUBLICATIONS, Inc. 
205 East 42nd Street, New York 17, N. Y. 


Your Salesmen Must See to Sell! 


March 1955/1 
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(1) CALL YOUR SHOTS .. 


@ THE KNITTER is the only magazine 
in the U. S. published exclusively for 
the manufacturers, dyers and finishers of 
hosiery and knitwear. 
e@ THE KNITTER covers every mill of 
any importance in the U. S. and Canada 
. delivers all its circulation to the 
field you want to sell. 


@ THE KNITTER reaches the men who 
do the buying . . . gives you plus 
coverage of key personnel who influence 
buying. 


(2) SHOOT MORE OFTEN 
... at lower cost! 


The Knitter's low rates enable you to 
tell your story more often, because you 
don't pay for waste circulation out of 
your field) Ads can be “tailored” to 
specific jobs . . . in ideal surroundings. 


If you sell to the 
KNITTING DIVISION only 


THE KNITTER 
is your BEST buy! 


r——— SPECIAL NOTE! ——— 
lf you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 


















The KNITTER 
stands alone 
in a field 
of its own! 






PUBLISHING 
COMPANY 
CHARLOTTE 

NORTH CAROLINA 
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begins on p. 8 


bution to our knowledge and under- 
standing of advertising. 

I have routed his article “Can 
You Use Inquiries as a Gage of 
Ad Readership?” to others in our 
organization who normally do not 
have anything to do with industrial 
advertising. The information con- 
tained in this article is of sufficiently 
broad nature, I feel, to have value 
to persons engaged in both con- 
sumer as well as industrial market- 
ing. 

If you plan to make reprints, I 
think I could use from 100 to 500 
copies. 

STAN M. SARGENT 

Director, Business Publications 

Program, Daniel Starch & Staff, 

Mamaroneck, N. Y. 


[Reprints are available . . Ed.] 


Bunch ads or spread them, 
it's editorial that counts 
® TO THE EDITOR . .I refer to page 8 
of InpusTRIAL MARKETING for Janu- 
ary. 

I have heard arguments and have 
read discussions on bunching ads or 
spreading out ads in business publi- 


. cations for many years. It seems to 


me that in all of these discussions, 
everyone loses sight of the birth- 
right of a publication, its editorial. 

Editorial attracts readership and 
readership attracts advertising. 

Naturally, every advertiser wants 
to get close to editorial or in the 
best position possible in the book 
and I am no exception. 

However, neither the advertiser 
nor the publisher should ever forget 
that every one prospers best where 
editorial comes first. 

FOREST J. NELSON 
Advertising Manager 
MacWhyte Co., Kenosha, Wis. 


If it’s articles, bunch the ads 

. . if it’s news, spread them 

® TO THE EDITOR . . In regard to 
“Should Ads Be Bunched or Spread 
Out in Business Papers?” 

It seems to me that Mr. Eastman 
(IM, Nov.) and the executive heads 
of manufacturers who advertise in 
industrial magazines (IM, Dec.) are 
not really so far apart as their ex- 


pressed opinions might suggest. 
They all are interested in obtaining 
maximum readership for the type of 
material that they value most high- 
ly . . editorial matter in the case 
of Mr. Eastman and of Mr. Lisle 
(IM, Dec.), and advertising matter 
in the case of all your other corre- 
spondents. 

There are great differences in the 
interests of magazine readers. The 
reader who scans the news pages 
most intently and values them above 
the other pages in a magazine is not 
likely to be disturbed by the inter- 
leaving of advertising pages, but he 
who reads lengthy articles requiring 
and deserving close and continued 
attention does not like what he 
terms the “intrusion” of commercial 
messages into the midst of his study. 

Some of your advertising con- 
tributors, including Mr. Brown (IM, 
Nov.), refer to such magazines as 
Life, Time and The Saturday Eve- 
ning Post, wherein advertising and 
editorial pages are freely intermin- 
gled, as proof of the assertion that 
readers do not object to mixed 
make-up. 

Unfortunately, you did not solicit 
the opinions of the types of readers 
for whose special benefit industrial 
magazines are published. As a con- 
sequence, those readers, whose 
opinions and attributes are the only 
ones of value . . and, presumably, 
the only ones of interest to editors 
as well as advertisers . . were not 
represented in your published dis- 
cussion except by self-appointed 
proxies, Messrs. Eastman and Lisle, 
who have kindly volunteered to 
speak in their behalf. They have 
spoken, too, it seems to me, for the 
advertiser, who would like to have 
the reader’s whole attention and not 
just the fleeting glance of the man 
who hurriedly jumps the interrupt- 
ing advertising page and may recall 
only that the Whoozis Mfg. Co. was 
the “intruder.” 

It has always been my policy to 
keep the articles of lasting and 
greatest value to the reader free 
from the interspersion of advertis- 
ing pages and to mix editorial and 
advertising pages in those parts of 
the book which report industry 
news, new products, industry statis- 
tics, etc., subjects which, because of 
the brevity of their treatment, do 

Continued on page 16 









@ One of a continuing series entitled . . . "The reader is the most important man to both of us.” 


Fulfilled Promises .. . 


Once upon a more leisurely time, headline writing was taken very casually by ed- 
itors. Reading matter was scarce, radio and television nonexistent, and readers didn’t 
have to be wooed as ardently as now. An account of Pickett’s charge at Gettysburg 
might simply be headed, in eight or ten-point type, “Big Battle.” 














But in this fast-moving second half of the twentieth century, editors know that they 
must use every skill they have to attract and hold the attention of the reader. Thus 
we have presentation editors, art directors, headline writers, and other specialists, 
trained in luring the reader into the news stories and articles in a magazine. 














Knowing the importance of the headline, and the strong “sell” it must do, presents 
the danger of “overselling” — or promising more than the story or article is able to 
deliver. A reader, caught by the headline, the deck, and the other devices so artfully 
contrived to flag his attention, thus has a let-down, or unrewarded feeling when he 
has finished the piece. His reaction can be disappointment, resentment, or worse. 
It’s the same as when any commodity is oversold. The customer hesitates to go back. 
















We try to have headlines in the Journal that sell. But always the headline writer 
tries to make sure the article can deliver what the headline promises. We want all 
our promises to be fulfilled. That’s the way to be sure of keeping a reader’s faith, 
to keep him opening the door every week to come in and browse among our pages, 
and to keep renewing his paid subscription — as 85 per cent of them do. 


This is just another Journal safeguard — and our new Front Covers will also con- 
\ ; tinue to sell hard — but to sell honest value. For, remember, “the reader is the most 
3 important man to both of us.” 


... SINCE 1902 





> The PETROLEUM PUBLISHING COMPANY 


211 So. Cheyenne * Tulsa, Oklahoma 


ALSO PUBLISHERS OF: PETROLEO INTERAMERICANO and OIL AND GAS EQUIPMENT 





“Metalworking will tell you why 


PRODUCTION is ‘in’ on ali | 


Survey No. 1 
° SurveyNo.2 WHO BUYS 
DESIGN ENGINEERS MACHINE TOOLS 
REPORT BUYING 
PRACTICES FOR 
MATERIALS AND 
PRODUCT PARTS 


IN 
METALWORKING? 


Survey No. 5 
THE 
HEAT TREATING 


° 
MARKET IN Survey No. 7 
METALWORKING HOW PRODUCTION 


EQUIPMENT IS 
BOUGHT IN 
METALWORKING 





Survey No. 4 

A SURVEY 

OF BUYING 
PRACTICES FOR 
ELECTRIC MOTORS 
AND CONTROLS 


WOULD YOU LIKE COPIES OF ANY OF THESE SURVEYS? 


We will be glad to send them to you. 
Write to American Machinist Research Department at the address below. 


Everybody sells MORE to Metalworking when 


14 / Industria Marketing 





its buying” 














Survey No. 8 


THE 

REPLACEMENT AND 
ADDITION MARKET 
FOR 

ELECTRIC MOTORS 
AND CONTROLS 


Survey No. 3 
WHO BUYS 
MATERIALS 
HANDLING 
EQUIPMENT IN 
METALWORKING? 





Survey No. 6 
A SURVEY OF 
BUYING PRACTICES 
FOR INDUSTRIAL 
PRODUCT FINISHES 
IN METALWORKING 










The McGraw-Hill Magazine of Metalworking Production 
McGraw-Hill Building, New York 36 Al ) 


Published Every Other Monday 


Member of the Audit Bureau of Circulations and 


Associated Business Publications 


they sell PRODUCTIO 





THE QUICKEST way to know who in Metalworking 


influences your products’ purchase is to 

ask Metalworking. And throughout this giant industry, 
the answers will put Production at, or very near, 

the top of every list. 


Purchasing will tell you it buys the machinery 
Production specifies. Design-engineering will report 
that it seeks Production’s recommendations on 
original equipment above all others. 

Corporate Management will tell you it leaves the 
choice of types and makes up to Production, generally 
concerns itself with financial approval only. 


Thus, as the eight surveys pictured here 

typically show, Metalworking is first to recognize 

the fundamental buying influence of the men who USE 
and APPLY everything that helps produce, 

or goes into, the products Metalworking manufacturers. 
When you think about it, you couldn’t expect it 

to be any other way. What’s more... 


950 American Machinist 
advertisers will confirm what 


Metalworking tells you 


They confirm it by investing more advertising 

pages and dollars, for the products used and bought 
by Metalworking, in this magazine than are invested 
in any other. They do this because they know 

you must sell Production to sell Metalworking... 
and American Machinist delivers far more 
production-responsible subscribers than 

any other metalworking magazine in the world. 


There’s guod reason to believe this same formula 
is asound one for you. And there’s no better time 
to find out than now ... when American Machinist’s 
circulation leadership, and persuasive hold on 


metalworking production, are at an all-time high. 
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A CASE-SHEPPERD-MANN \ 
PUBLICATION 
“Specialized Leadership \ 


MOOD 


ELECTRICITY p= 


im ON THE FARM Magaz 


LECTRICITY ON THE 

FARM Magazine goes to a 
highly selective group of 780,000 
farm families. with tremendous 
buying power for the farm and 
farm home. This great circulation 
includes each issue some 20,000 
Dealers from whom these top- 
level farms buy their electrical 
equipment; as well as to the 
County Agents and other experts 
to whom the readers turn for ad- 
vice on electrical purchases and 
applications. 


UNIQUE! 


This publication is unique in that the 
readers are actually selected, hand-picked, 
by more than 300 Electric Utilities that 
subscribe to and pay for ELECTRICITY 
ON THE FARM Magazine to go to their 
most logical prospects for electrical farm 
equipment! Paid circulation by the coun- 
try’s leading utilities! 


For 27 years this magazine has been recog- 
nized as the most vital influence in de- 
veloping rural electrification; the only na- 
tional specialized journal of its field. Exerts 
tremendous influence; the most direct and 
economical way of cultivating the electrified 
farm customer, your customer! 


Write for full information. 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St., New York 18, N.Y. 
or 
8 So. Dearborn, Chicago 3, Ill. 


Also — WATER WORKS ENGINEERING, 
ABC-ABP, specializing in water supply; 
WASTES ENGINEERING, ABC-ABP, specializ- 
ing in sewage and industrial wastes; FIRE 
ENGINEERING, ABC-ABP, specializing in fire 
protection. 
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letters 


not require steady and continued 
concentration and reading. 
STANLEY A, PHILLIPS 
Publishing Consultant, Evans- 
ton, Ill. 
[Perhaps Mr. Phillips overlooked 
Top Management Forum (IM, Dec.) 
where IM presented opinions of one 
of the most important groups of 
business publication readers. . . Ed. ] 


Sampling of reprint requests 
shows who likes to use charts 
® TO THE EDITOR . . The article on 
use of charts by Mr. Jensen (IM, 
Oct.) is one of the best presenta- 
tions we have seen on this subject. 
Actually, as much as charts are 
used for all kinds of purposes in 
business, you very rarely see a 
practical, common-sense discussion 
of how they should be made up. 

There are certainly. many points 
worth considering in this article 
and I believe that it will be of some 
real help, particularly in training 
new members of the staff. 

We are wondering whether re- 
prints will be available. 

RUTH LEBHAR 

Research Director, Associated 

Merchandising Corp., New 

York. 


® TO THE EDITOR . . Your October 
issue was very timely, particularly 
the article: “How to use charts to 
put over an idea fast” by Harry W. 
Jensen, as we are just getting into 
our annual report. Please send us 
a reprint and bill us. 
J. DIMASI 

Assistant Advertising Manag- 

er, Fansteel Metallurgical 

Corp., N. Chicago. 


TO THE EDITOR . . May we reprint the 
story, “How to use charts,” for dis- 
tribution to members of the Amer- 
ican Association of Industrial Edi- 
tors? 
H. P. CARRUTH, JR. 
Director of Employe Publica- 
tions, Mead Corp., Chillicothe, 
O. 


Please send me 
“How to 


® TO THE EDITOR. . 
10 reprints of the article 


use charts to put over an idea fast” 
for class use at this college. 
HOWARD L. HINKLEY 
Economics Dept., Hanover 
College, Hanover, Ind. 


Business paper exposition 

will be held in India 

® TO THE EDITOR ... We have great 
pleasure to inform you that we have 
decided to hold one exhibition of 
various Indian and foreign journals, 
weeklies, annuals, etc. (except 
daily newspapers) for at least one 
month in a prominent place of Ah- 
medabad, one of the prominent 
cities of India. 

You know very well that it is the 
proper idea for the best publicity 
in a very small expense. Thousands 
of visitors can get the chance to go 
through several journals and can 
select suitable journals for them, 
their concerns, institutions, libraries, 
schools, colleges, etc. 

For exhibiting each journal, the 
charge will only be Rs. 10/ and for 
the second journal of the same con- 
cern, the charge will only be Rs. 5/. 
For exhibiting poster (maximum 
size 30”x20") the charge will be 
only Rs. 5/. 

The journals will be exhibited 
classifying under various sections in 
which they may be dealing in. 

Two copies of the journals and 
also at least two copies of the nec- 
essary details are to be sent. It is 
certain that thousands of visitors 
will visit the exhibition and it is but 
natural that exhibited copies may 
become rough and dirty. We ask for 
two copies, so that we can replace, 
if we have one spare copy more. 

The exhibition will be held in the 
month of February 1955. Nearly 500 
Indian and foreign journals will be 
exhibited. 

R. P. NUS 

General manager, J. V. & Bro- 

thers, Ahmedabad, India. 


IM study of ‘55 budgets leads 
to reprints, more questions 

® TO THE EDITOR . . Your prediction 
of advertising expenditures by in- 
dustries (IM, Jan.) is most inter- 
esting. 

Could you tell me what com- 
panies comprise the sample from 
which you obtained your figures? 
I would especially like to have a 
break-down on how the instrument 
industry allocates its budget to 


Continued on page 18 











Measure it any way 
you want to... 


Textile Industries gives you more mill coverage 


For a revealing analysis of a business magazine’s 
coverage vitality, check the altitude on the stack 
of inquiries which advertisers receive from that 
publication. 

Last year TEXTILE INDUSTRIES’ “Helpful Book- 
lets” feature drew 13,722 such inquiries. Thou- 
sands more went direct to manufacturers, whose 
addresses are given with every piece of literature 
listed. Advertisers tell us that no other textile pub- 
lication matches this performance. 










and more reader response 


This more responsive readership is a result of 
TEXTILE INDUSTRIES’ sensible coverage plan—paid 
circulation plus Directed Distribution. 


The plan gives advertisers the largest mill cir- 
culation available—readership by the buyers in 
mills with 99.9% of all spindles in the U.S.A... . 
99.6% of all looms...98% of all knitting machines 
...91.4% of all dyeing, bleaching and finishing... 
and 100% of all synthetic fiber production. T.I. is 
your basic medium for reaching all textiles. 


Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 


March 1955 /17 










@ 


1S that Lead to 


















Ss 
Ti ps,..N F 24 “ 
MEAT PACKING 


Pieove rovie te 


about 





OU 
pPORTUNITIES FOR YO" sevelope 





apiece sy 
puree 


letters . « begins on p. 8 


business publications, product liter- 
ature, publicity, direct mail and ex- 
hibits. 

We feel that you are to be con- 
gratulated for the detailed work 
that this budget forecast represents 
and believe that it must be valuable 
to advertisers throughout the indus- 
try. 

J. L. GIBSON 

Sales and Advertising Mana- 

ger, Keithly Instruments, 

Cleveland 


ee 
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The NATIONAL PROVISIONER has more 


services to help you get a bigger slice of 
(Second largest single manu- 


the $15 billion Meat Packing Industry . . — {Ss<ond ':9°3", sinsic manu: 


The NATIONAL PROVISIONER—for 64 years the recognized authority 
and headquarters for meat industry information, is the most extensively 
quoted source. Published weekly because of its timely news and editorial val- 
ue, The National Provisioner is bought and read by 97% of the packing 
plants you want to sell. 


perintendent | asks exchange with IM 


® TO THE EDITOR .. We have pleasure 
in forwarding to you under separate 
cover one copy of our monthly Bul- 
letin “The Public Opinion” edited 
in Athens, published by the Greek 
Institute of Public Opinion, founded 
in Greece in 1951. 

Our edition covering so various 
| interests and concentrating so useful 
documentation is unique in Greek 
journalism. 

In fact our Bulletin deals with 
advertising problems, marketing re- 
search, press and journalism, propa- 
ganda and surveys on public opin- 
ion, public relations, radio and sta- 
tistic. 

This compilation for the analysis 
of all above problems in a single 
publication was indispensable, for 
the reasons that our country could 
never support separate publications 
for the examination of each one of 
these problems separately. 

In our effort to present our edition 


Continued on page 19 


Advertisers prefer the Provisioner because it produces results. It consistently 
carries the largest volume of advertising—more than TWICE as much as the 
next publication. Use The National Provisioner to sell your product to the 
owners and managers who make the buying decisions for more than 4,000 
primary plants. (Packers, Sausage Manufacturers, Renderers). 


Write for outline of National Provisioner’s 5-point Merchandising Package 


® 





THE ATIONAL 


Mtb 


Leading Publication in the Meat Packing and Allied Industries Since 189) 














15 WEST HURON STREET * CHICAGO 10 
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in its most complete form, in order 
to render it a real aid to its readers, 
we consider it necessary to be in an 
up-to-date knowledge as to any out- 
standing foreign publication of sim- 
ilar nature. Unfortunately our 
limited resources for the moment 
do not allow us to subscribe to such 
publications and we therefore take 
the liberty to propose to you to ac- 
cept to forward to us regularly your 
magazine on an exchange basis with 
ours. 

We hope that our present will 
meet your interest and considera- 
tion, and thanking you in anticipa- 
tion. 

TH. VOKOS 

Co-Editor, The Public Opinion, 

Athens, Greece 


Allis-Chalmers to tell 

salesmen about pipeline selling 
® TO THE EDITOR . . You had an 
article in your April issue . . “In- 
dustrial Pipeline Selling” by Em- 
manuel Rosenblat, that is of con- 
siderable interest to one of our sales 
managers. 

He has asked me to write you for 
permission to copy the article and 
send internally to his staff of sales- 
men. 

May we have this permission? 

A. R. TOFTE 

Manager, Advertising and In- 

dustrial Press Department, Al- 

lis-Chalmers Mfg. Co., Mil- 

waukee. 


Adman wants a substitute 
for letter writing 
® TO THE EDITOR. . In your “Letters 
to the Editor” section of the Octo- 
ber, 1954, issue, you mention an 
article that appeared in September, 
1953. The title is “Photocopy sub- 
stitutes for letter writing, cuts costs.” 

Since we are in the photo-copy 
business, I would very much like 
to see the article. Any chance there’s 
a tear sheet around. . or could you 
make a photo-copy of it? 

ROBERT C. MATTOON 


Advertising Manager, F. G. 
Ludwig, Inc., Deep River, 
Conn. ] 





two big CONVENTION ISSUES. . 





TWIN SELLING 
OPPORTUNITIES 


beamed at the multi-billion-dollar 


foundry industry in 






May 1955 
Pre-Convention 
y\ssut 


BAmen 
Foun 


TIMED RIGHT: 





to coincide with the 59th AFS Con- 


vention and Foundry Congress in Houston, May 23- 


27. 


DESIGNED RIGHT: 


jampacked with convention news 


and previews to get topflight readership for your 


advertising. 





1. MAY PRE-CONVENTION ISSUE: 


containing a preview of convention 
features and activities—pre-conven- 
tion story . . program details . . 
pictures and stories of convention 
speakers . . plant visit schedules . 
Nat'l officers and directors . . an 
entire section of new equipment and 
supplies .. AND THE ANNOUNCE- 
MENT OF AWARD WINNERS. 


2. JUNE CONVENTION REPORT is- 


sue. First report of convention 
activities . . stories and pictures of 
newly elected officers and directors 
. . the story of the first AFS conven- 
tion in the South . . AFS Apprentice 
Award Contest winners. 


AS ALWAYS, foundrymen turn to their own magazine first for con- 
vention news and previews. That makes AMERICAN FOUNDRYMAN 
FOR MAY AND JUNE the two most-important issues of the year— 
and the ideal means of getting your sales message into the hands of 
men who operate and buy for the multi-billion-dollar foundry industry 
—more than 15,000 of them. 


Make sure you are adequately represented in BOTH convention 
issues. Make your space reservations now. Regular rates apply. 


Write, wire or phone 


AMERICAN FOUNDRYMAN 


Published by the American Foundrymen's Society 
GOLF AND WOLF ROADS — DES PLAINES, ILLINOIS 


phone: VAnderbilt 4-0181 
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sales force 9.6 years 


I Sacwock’ readers 
in Manufacturing 
Industries 


Number of calls per salesman per year* 

Newsweek readers in manufacturing industries 274,000 
*Source: Survey of 2,500 industrial salesmen 
made by Factory Management and Maintenance. 

Manufacturing’s growth during American Industry’s 

miracle decade has been more than matched by the 

increase in Newsweek’s key-people circulation in this 

vital area of the nation’s economy and strength. 


Fact is, Newsweek’s million-and-more circulation em- 
braces the highest degree of executive coverage and 
the highest family purchasing power ever offered by 
a magazine of this or greater size. 


During the past six years, Newsweek’s 
robust total circulation gain of 30% has 
been outpaced almost 2-to-1 by its rise in 
executive circulation. And average Newsweek 
family income has set a new high of $11,896. 


Newsweek’s capacity for attracting a solid million 
families of such high caliber is easy to appreciate. Its 
unique editorial service provides thorough enlighten- 
ment on events of today’s complex world. Newsweek 
gives not only the news, but its significance. 


\ SERVING 
week \ AMERICA’S 
5 MOST 
SIGNIFICANT 

MILLION 


‘New 
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ONE 


magazine serves ALL 
buying influences 
of all railroads! 


There are SIX railroad business publications 
— five monthlies and a weekly. Four of the 
monthlies are edited for one department 
only, BUT MODERN RAILROADS is edited for 
—and read thoroughly by—ALL BUYING IN- 
FLUENCES IN ALL DEPARTMENTS OF ALL 
RAILROADS! 

Yes, Departmental Users, Executive Approv- 
ers and Purchase Order-Placers — ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY 
railroad publication, MODERN RAILROADS. 


COVERAGE... 

Yes, indeed! MODERN RAILROADS HAS 
MORE RAILROAD COVERAGE THAN the 
COMBINATION OF ANY THREE OTHER 
RAILROAD PUBLICATIONS—MONTHLY 
OR WEEKLY—CLAIMING TO REACH EITHER 
DEPARTMENTAL GROUPS, MANAGEMENT 
OR PURCHASING OFFICIALS! 


EDITORIAL PACE... 


Since its beginning, MODERN RAILROADS 
has set and maintained a new editorial pace 
in the railroad field. Authoritative, staff- 
written articles give complete —and com- 
pletely researched — articles on all depart- 
ments in every issue. 

@ Executive & Management Articles of cur- 
rent interest. 

@ Operating Department Coverage — with 
plenty of pictures. 

@ Mechanical and Electrical Department in- 
formation in every issue. Facts, figures, 
photos. 

@ Engineering, Maintenance of Way and 
Signaling articles. “in the Field’ reporting! 

@ Traffic Officials read MODERN RAILROADS 
for the broad knowledge required of the 
facilities they are selling. 

@ Purchasing Agents and Storekeepers de- 
pend upon MODERN RAILROADS to keep 
completely up-to-date. 


ADVERTISING PACE... 


The new all-coverage, on-the-spot reporting 
technique of MODERN RAILROADS has set 
an editorial pace which is responsible for the 
fact that TODAY MORE ADVERTISERS SPEND 
MORE DOLLARS PER ISSUE IN MODERN RAIL- 
ROADS THAN IN ANY OTHER THREE 
RAILROAD PUBLICATIONS COMBINED! 
MODERN RAILROADS IS BIG (“Life’-size); 
Beautiful (More pictures, 4-color covers); 
POWERFUL! (Ask any advertiser—or use 
it and find out for yourself!) 


NBE 
MODERN RAILROADS 2 
201 N. WELLS STREET CHICAGO 6G, iLL 
PHONE: STate 2-412] 
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Confidential report ‘leaks . . 
threatens to scuttle census 


Paper rips bureau in heated new controversy 


By Stanley E. Cohen 


® EARLY THIS WINTER . . about the 
time when question forms for the 
new economic censuses were ready 
for the outgoing mail . . a committee 
of well-qualified experts gave their 
assent to a report which, read by 
the uninitiated, tends to give the im- 
pression that our benchmark statis- 


| tics are poorly conceived and badly 
| misrepresented. 


Carrying the highly authoritative 
imprint of the Advisory Council on 
Federal Reports, the report con- 
tends that census definitions of in- 
dustries are so fuzzy that the Census 
of Manufactures . . accepted by most 


| business men as a reliable indicator 
| of the scope and nature of the in- 


dustrial economy dangerously 
understates the size of many indus- 


| tries, the degree of concentration, 


and the worker productivity of 
many types of establishments. 

In light of the assurance with 
which the arguments are presented, 
the census emerges as an amateur- 
ish bit of mischief . . an impression 
which persists until the very end, 
where one of the dissenting experts 
appended his contrary view. With 
equal assurance, he rips into the 
theories of the majority, reaching 
the conclusion that the adoption of 
new statistical standards of “purity” 
recommended by the committee 
would result in the elimination of 
much of the industry detail which 
makes existing census tabulations 
so valuable to those who measure 
market potential. 


Cenkus Best in World . . In the 
heated controversy generated by 
this report one might easily lose 
sight of the fact that the United 
States has the best economic statis- 
tics of any nation . . so good, in fact, 
that the United Nations recently 


recommended that all nations pat- 
tern their economic reporting on 
the standards developed here. One 
might also be inclined to forget that 
the Census Bureau is at this time 
engaged in producing a new set of 
censuses which are certain to be an 
improvement over any in the past. 

Current developments at the Cen- 
sus Bureau are particularly signifi- 
cant for anyone who is preparing to 
do any extensive new market re- 
search work in the near future, for 
the bureau expects to distribute en- 
tirely new benchmark information 
in most fields of economic activity 
later this year. 

In addition to the Agricultural 
census, already enumerated and 
partly tabulated, the bureau will 
soon complete its enumeration for 
new censuses of manufactures, 
mineral industries, wholesaling, re- 
tailing and service trades. 


Dump Timeliness? . . The time- 
table for release of the results of 
these economic censuses probably 
will not “firm up” until after mid- 
year. But there are many people in 
the bureau who will be badly disap- 
pointed if they are unable to estab- 
lish a new standard of census time- 
liness by publishing complete 
breakdowns of 1954 information be- 
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Big producers of ready-mixed con- 
crete, Lumber & Building Material. 
Dealers are a constant market for 
batching equipment. 





profits for manufacturers who sell 
their production to the most mecha- 
nized dealer on the retail sales 
scene; the Lumber & Building 
Material Dealer! 





Because no other retailer moves such 
a volume of heavy materials, Lumber 
& Building Material Dealers and 
Wholesalers need a big volume of 
this kind of equipment. 











Lumber & Building Material Dealers 
are a lucrative market for lift trucks 


It takes a whale of a crt radeon — euimen 
lot of equipment to — 

move 8 billion dollars 

worth of lumber and 
building materials 
















Equipment like this is moving millions of 





feet of lumber, plywood, wallboard, roof- 





The popularity of pre-cut, panelized 
sand, gravel and related materials for the homes has helped increase the great 
demand for woodworking tools and 
readers of BSN. BUILDING SUPPLY NEWS created a bigger market for power 
saws, planers and related equip- 


reaches the dealers who do 88.2% of the ment. 





ing... and millions of tons of cement, coal, 












total annual volume of building material 





sales—- who need efficient equipment to 





keep their material handling cost down. 





Ask your BSN representative to tell you 





more about it. 


BSN is the 1st DEALER Merchandising 
Publication 


BUILDING 


SUPPLY NEWS 
5 South Wabash Ave. 
Chicago 3 














Ready-mixed concrete must be 
delivered fast and on time, and 
Lumber & Building Material Dealers 
ore a big market for equipment 
like this. 

















Work horse of the material yard, 
there’s a big demand for front-end 
loaders among Lumber -& Building 








An average of 4.76 trucks per BSN 
dealer-reader means a large new 
and replacement market each year 
for many different types of motor 
vehicles. 


Material Dealers who all need ver- 
satile equipment. 








“Darius was clearly of the opinion 
That the air is also man’s dominion, 
And that, with paddle or fin or pinion, 
We soon or late shall navigate 
The azure as now we sail the sea. 
The thing looks simple enough to me; 
And if you doubt it, 
Hear how Darius reasoned about it. 
‘The birds can fly an’ why can’t I? 
Must we give in,’ says he with a grin. 
‘That the bluebird an’ phoebe 
Are smarter’n than we be? 
Jest fold our hands an’ see the swaller 
An’ blackbird an’ catbird beat us holler? 
Does the little chatterin’, sassy wren, 
No bigger’n my thumb, know more than men? 
Just show me that, ur prove ’t the bat 
Hez got more brains than’s in my hat. 
An’ I'll back-down, an’ noi till then!” 


DARIUS GREEN AND HIS FLYING-MACHINE 
John T. Trowbridge (1867) 








Ene grandsons 


were our charter 


subscribers 


Darius Green was ahead of his time. But 
isn’t that the history of aviation? 

Giant stratoships devour an ocean; 
wingless ’copters carry platoons of men; 
planes smash the sound barrier; jets take 
off on their tails; missiles seek out, massa- 
cre; commuter airlines bracket the world. 

Just flip the pages of AMERICAN AVIA- 
TION. See what this means to you in bdusi- 
ness opportunities . . . the $10 billion an- 
nual investment in new planes. . . the 16 
billion-plus revenue passenger miles logged 
by the airlines in ’54 . . . the cool billion 
poured into guided missiles last year. Here 
is America’s greediest industry . . . it not 
only wears out parts and equipment at 
a multi-mile-a-minute clip . . . it burns 
up ideas! 

You see the whole furious field at work 
here in AMERICAN AVIATION . . . aircraft 
building, engine manufacture, equipment 
— airlines, terminal airports, government 
and military — civilian and business plane 
operators. You grasp the oneness of a 
close-knit fraternity ...the clannishness 
of production heads, engineers, executives! 
You feel the singleness of purpose . . . to 
keep ’em flying higher, farther, faster! 

AMERICAN AVIATION was born out of 
the heart of the industry to serve all your 
major interests in all your major aviation 
markets—the most complete editorial serv- 
ice in the field. It grew up in the same hang- 
ars and plants as the industry itself. Market 
and the magazine go together like bread 
and butter . . . like sales and profits! It’s as 
indispensable an advertising medium for 
the maker of lock-nuts as it is for the air 
frame manufacturer . . . any man’s “first 
buy” in this field. Ask us how AMERICAN 
AVIATION can best serve you. 


American Aviation 


1025 VERMONT AVE., N. W., WASHINGTON 5, D. C. 
139 NORTH CLARK ST., CHICAGO 2, ILL. » 9843 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 





¢ LaGUARDIA AIRPORT, N. Y. 





Dynamic ‘‘how to do it’’ 
Editorial makes More 
and More Management 
and Production Men 
Buy and Read 


WOOD & WOOD PRODUCTS 


a 
wooD 


and 


Wood 
" Products 











in Major Plants accounting 
for Bulk of Production 
“‘across the board”’ 
in $9 billion Wood Industry* 





*Manufacturers of Lumber — Plywood — 
Veneer — Hardboard — Wood Containers — 
Furniture — Millwork — Flooring — Prefabs 
— Other Wood Products — Large Industrial 
Wood Users. 





HERE’S PROOF THAT IT’S YOUR 
BASIC NATIONAL BUY TO SELL 
RIGHT PEOPLE IN RIGHT PLACES 
. . . THE BIG BUYING POWER! 


Ask for latest report showing these circula- 
tion gains: 

I ON cenit ieee 
Effective Buying Power Coverage . up 26.5% 
Lumber, stachesbnseice Veneer, Wooden Conte, 





eereas saisenpndest 
panne © Mill, Millwork, Sash and Door Mire. 
NS, 

Furniture, Fixture and Cabinet Mirs. up 10.4% 
Misc. Wood Products Mfrs. ............ up 28.2% 


(Nov. 1952 to date) 


Ask for independent reader preterence 
study on 14 publications in this field. 


Ask for analysis showing how WOOD 6& 
wooD ere covers Major Producers 


WOOD 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘not how many — but WHO”’ 





26 / Industrial Marketing 








Washington .. 


begins on p. 22 


fore the end of 1955. 

In the past, the taking of each 
of these economic censuses has been 
a two-year process. But the career 
professional staff at Census has al- 
ways pioneered in development of 
new techniques. Through the use 
of two Univac machines (including 
Univac No. 1, developed under a 
Census Bureau contract) and other 
electrical marvels (such as the new 
specially invented printer capable 
of transcribing 600 120-character 
lines per minute) the bureau is de- 
termined to produce a complete cen- 
sus that will have much of the time- 
liness of the continuing programs of 
current statistics. But timeliness is 
only part of the improvement that 
is anticipated in the new census. 
Drawing on its own knowledge of 
the shortcomings of preceding cen- 
suses, plus the comments of outside 
experts, the bureau is introducing 
new tabulations and safeguards to 
enable marketers and others to use 
the census more effectively and 
with less danger of error. 

Like the economy that it portrays, 
the census is an immensely compli- 
cated tabulation which can never 
completely satisfy even its most ar- 
dent supporters. Marketers need 
one type of information; but there 
are myriads of other users each with 
a special point of view and need. 

On the other hand there are the 
business men who fill out the forms. 
Neither their records nor the opera- 
tions of their plants are organized in 
neatly compartmentalized packages 
convenient for the production of ex- 
actly the statistics which everyone 
would like to have. Also there is the 
government itself, ready to spend 
perhaps $4,000,000 on a census of 
manufactures, but required to draw 
a line somewhere on the money 
and manpower it can devote to 
such projects. 


Why Census Is Better . . Just 
about a year ago, a distinguished 
committee under Dr. Ralph Watkins 
completed a careful evaluation of 
the Census Bureau at the personal 
request of Secretary of Commerce 
Sinclair Weeks. Its highly compli- 
mentary report on the over-all in- 


tegrity of the census program went 
a long way toward convincing Con- 
gress that funds should be appro- 
priated to carry on the censuses for 
1954. 

Like other serious groups that 
look into anything as complicated 
as the census, the Watkins Commit- 
tee found areas where census tables 
leave unanswered questions which 
could cause the unwary to reach 
faulty conclusions. Many of the 
changes in the 1954 census were 
made to meet the reservations ex- 
pressed in the Watkins report. 

In the new census of manufac- 
tures, there will be additional infor- 
mation about materials consumed 
and processes used, data of particu- 
lar importance to all who are in- 
vestigating the markets for indus- 
trial products. 

Many of the innovations are in- 
troduced to alleviate the shortcom- 
ings of previous censuses, stemming 
from the standard statistical tech- 
niques used, and the complex na- 
ture of the industrial system itself. 

Because the key figure in indus- 
trially classifying establishments is 
“principal product shipped,” in many 
industries the census does not meas- 
ure intermediate activity within 
plants for inclusion in final assem- 
bly. Few establishments have suffi- 
cient separate information to provide 
separate census reports on the value 
of these intermediate operations 
within the plant. But in an effort 
to get at this problem in the metal- 
working industries, the bureau in 
1947 began asking companies simply 
to check some of the sub-processes 
carried on within the plant. 

From this data, users can get an 
indication of the “captive shop” 
market within many industries. In 
the 1954 census there will be more 
information about processes used, 
plus a more precise table indicating 
the amount of employment on sub- 
processes within integrated plants. 


Clarify SIC . . Other complications 
arise from the fact that many estab- 
lishments make more than one prod- 
uct, but are unable te segregate 
their costs. To provide better infor- 
mation about the costs involved in 
each product, special tables will be 
provided in the new census showing 
breakdowns for substantially single- 

Continued on page 28 
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TWO GOOD AGENCIES UNITE TO FORM A BETTER ONE~— 


areleller Lickard, Cebhard m Kod, Inc. 


The merger of Rickard and Company, New York, 
and Marsteller, Gebhardt and Reed, Inc., Chicago, 
Pittsburgh and New York, brings together the skills 
and experience of two substantial, seasoned adver- 


tising companies with long records of successful service. 


All three units—Chicago, Pittsburgh and New York 
—will continue as they are: each a self-sufficient, fully- 


staffed agency operation with personnel unchanged. 


This merger brings together two groups of advertis- 
ing men and women who look at advertising problems 
in the same way—namely, that successful advertising 
is based on sound marketing strategy. Facts come 
first; then a definition of marketing objectives; and 
finally advertising, with a constant evaluation of its 
results. We share the firm conviction that when 
properly used as a tool of marketing, advertising will 
help sell a product, an idea or an institution; but that 


improperly used, it is an extravagance. 


There are many parallels between the two agencies 


that now form Marsteller, Rickard, Gebhardt and Reed. 


Both are specialists in consumer durable goods, 


industrial, agricultural and service accounts. 


Both agencies have provided public relations and 
market counselling services, in addition to advertising. 
Public relations clients will be served by an affiliate 
company, Burson-Marsteller Associates, Inc., with 
headquarters in New York and staff offices in Pitts- 
burgh and Chicago. Another affiliate, Marsteller 
Research, Inc., will continue to offer marketing assist- 


ance to both agency and non-agency clients. 


Both agencies have been members of the American 
Association of Advertising Agencies, and many mem- 
bers of each company have been active leaders in the 


principal advertising and marketing associations. 




















In both agencies, space and time advertising have 
been only one phase of the operation. Each agency has 
had a substantial part of its billing in direct mail, 
catalogs, point-of-sale, visual aids, annual reports, 


house organs and other sales promotion materials. 


Both agencies have had good growth records, and 
while part has come from new business, most has 
come from the growth of present accounts, where 
increased advertising has preceded or accompanies 


increased sales. 


With expanded facilities and the widened base of 
diverse account experience, Marsteller, Rickard, Geb- 
hardt and Reed expects to continue to grow—not 
merely in order to enjoy the pleasant rewards of 
growth, but as a duty to our clients. In a growing 
agency, all clients benefit from broadened experiences 


and increasingly comprehensive services. 


M arelellor Vickard, 
G dhardt need, Ine 


& BON & Be 7 §: & to NG 


NEW YORK * CHICAGO * PITTSBURGH 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC. 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC. 
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A leak threatens census. . begins on p. 22 


product members of each industry. 
Finally, there’s the question of 
“coverage.” The government’s 
Standard Industrial Classifications 
System, developed by the Bureau of 
ihe Budget in consultation with 
thousands of business men, and used 
throughout the government . . in- 
cluding the census recognizes 
about 450 industry classifications. 
But in some instances, specialized 
firms account for only a small per- 
centage of all the production of a 
single product. To give census users 
a better picture of other industries 
producing the same product, the 
“other sources” column in Table 5 
of each industry report is to be 
broken down in many instances to 
identify the other industries pro- 
ducing substantial amounts of the 
particular product involved. 


A Trust Violated . . The report of 
the census subcommittee of the Ad- 
visory Council on Federal Reports, 
mentioned at the beginning of this 
article, is also an outgrowth of the 
observations expressed in the Wat- 
kins Report. In its evaluation of the 
weaknesses of the Census, it is a 
“knowing” report, largely consistent 
with what most experts recognize as 
weaknesses of our economic report- 
ing, and it points up the same prob- 
lems which prompted the Census 
Bureau to introduce refinements in 
the 1954 censuses. 

Nevertheless the report of the Ad- 
visory Council has become one of 
the most controversial documents 
ever circulated in an area where 
strong-willed men frequently ex- 
press strong opinions. 

Like hundreds of other reports 
produced in the 12 years that the 
Advisory Council has helped the 
government develop and evaluate 
statistical forms, the analysis was 
drafted as one of those “within the 
family” things, in which people ex- 
press themselves frankly and with- 
out qualifications behind closed 
blinds. But for the first time in the 
history of the Council . . in direct 
violation of a resolution that the re- 
port was not to be publicized in any 
way .. the confidence was broken, 
and copies of the report turned up 
in the hands of writers, and at least 
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one Senator. 

In view of the Advisory Council’s 
faithful support of the census pro- 
gram over the year, how literally is 
this report to be taken? 

Certainly the true feelings of the 
Advisory Council have to be judged 
in the light of the qualification . . 
missing from the copies of the report 
that became available to the press 
and to Sen. Barry Goldwater (R., 
Ariz.) that the subcommittee 
draft with its demands for more in- 
plant information, and greater “pur- 
ity” throughout the census is accept- 
able to the full committee only if it 
does not involve any increased re- 
porting burden un business. 


Strait Jacket . . What about the 
proposals for greater “purity” and 
“coverage” . . the proposal that each 
industry report include establish- 
ments accounting for at least 90% 
of total manufacturing activity in 
that industry, including intermediate 
processes and products, whether 
shipped or used internally; and that 
no industry be published unless the 
establishments involved produce at 
least 80% of the total production 
of the principal product of that in- 
dustry, and devote no more than 
10% of their effort to the output 
of other products? 

Perhaps a desirable target, say 
the experts, but a strait jacket for- 
mula which would require complete 
overhauling of the existing system 
of Standard Industrial Classifica- 
tions, and would probably result in 
the disappearance of hundreds of 
industry breakdowns of vital im- 
portance to individuals who search 
for market detail. 

To illustrate its quarrel with exist- 
ing classifications, the Advisory 
Council’s subcommittee points out 
that the nails and spikes industry, 
reported separately by Census, ac- 
tually accounts for less than 20% of 
the total output of nails and spikes. 

To census people, however, the 
production of nails and spikes from 
purchased wire is a considerably dif- 
ferent industry than the production 
of nails as a by-product operation in 
a steel mill producing its own wire. 
While this particular industry report 
covers only a small percentage of 


nail and spike production as a 
whole, it is a distinct market for 
wire, and it is an industry with sep- 
arate and distinct characteristics 
from the standpoint of those who 
need information about the opera- 
tion of the economy. 

A dissenting member of the Ad- 
visory Council subcommittee pointed 
out that the 90% coverage ratio rec- 
ommended by the majority would 
result in the elimination of nearly 
half of the 452 industries separately 
reported in the 1947 census. The 64 
establishments of the nails and 
spikes industry, which had 3,200 
production workers and $15,700,000 
of “value added by manufacturers,” 
would disappear in the two-digit 
industry, “Primary Metal Indus- 
tries,’ which already has 5,363 es- 
tablishments with 1,000,000 workers 
and 5 billion dollars of “value 


added.” 


Simple or Sensible? .. In the 
space available here . . and in view 
of the fact that it is still impossible 
to quote this report, or identify the 
individuals involved . . it would be 
presumptuous to attempt to deal 
with all the technical and complex 
issues raised. As far back as 1870 
we find that Francis Walker . . prob- 
ably the most perceptive adminis- 
trator in the history of the Census 
Bureau . . wrestled with the prob- 
lems raised by the multi-purpose 
plant, and compromised on statistical 
methods adequate for his day, but 
totally inadequate for ours. The 
process of refining our statistical 
program is a continuing one; and 
the report of the Advisory Council 

. in spite of the controversy sur- 
rounding it . . is making its contri- 
bution. 

Yet the issues remain and will al- 
ways remain. Since industry does 
not organize itself in neat classifica- 
tions, should we confine ourselves 
to very general classifications in 
order to get homogeneity? Or should 
we do the best we can, insert ade- 
quate qualifications and warnings, 
and proceed on the assumption that 
those who are sufficiently intelligent 
to use a census are also sufficiently 
interested to read the textual expla- 
nations which are clearly set forth 
at the beginning of each industry 
report? * 





“All you ever talk about 
coal, coal?’ 


is coal, 


Complaint? No, compliment —to a magazine 
called UTILIZATION — magazine of coal uses. 
(Thanks. ) 


Every word in “Uty” (that’s what we call it to 
save breath) has to do with coal use: the burning, 
buying and docking of it; the exporting and han- 
dling of it; the loading, moving, selling, shipping 
and stockpiling of it; the heating and manufac- 
turing with it! 


Who likes to read about these things? 
The people who do all these things. Uty, 
the only publication in its field, talks to 
the coal users who account for 90% of 
all the coal used in these U. S. They get, 
read, use UTILIZATION. 


Once in a while you may find a coal user 
who reads the vertical publication in his 
field, say a power publication, an auto- 
motive anthology, a chemical catalog, a 
paper paper. But you could sink a lot of 
money down one of these vertical pipes, 
and still not be sure of hitting many 
coal users. That’s where horizontal ‘Uty” shines: 
nothing but coal users—-at one fair price. 


If you want coal users you'll do well to “Utilize”! 











Now — when you do, you get more than you bar- 
gained for—you get M*A*P*P—Mechanization 
Advertisers’ Plus Package—a 10-point wrap-up of 





This is M*A*P*P 


Mechanization Advertisers’ Plus Package 


1—Invitation to Annual Coal 
Forum 

2—Operator Advertiser 
Luncheons at the Coal 
Show 

3—Government purchase and 
bid information 

4—Annual Market Study 
for your product 

5—Use of mailing lists and 
free handling of direct 
mail you supply 

6—Catalog listing in maga- 
zine "Catalog Sections" 





he 





7—Use of our distributors’ 
list and assistance in 
selecting distributors 


8—Monthly confidential let- 
ter on the state of 
the coal industry. 


9—Editors' monthly letters 
on new products to 
operators and users 


10—Merchandising copies of 
Mechanization or Utiliza- 
tion to advertisers’ sales 
staffs 























merchandising, marketing, advertising extras, 
(see the list in the box below.) M*A*P*P brings 
you closer to your market and vice versa. 
M*A*P*P sends your ad all the way. It is avail- 
able to advertisers in UTILIZATION and/or 
MECHANIZATION. (MECHANIZATION is the 
magazine which covers the coal production 
market.) 


Write for descriptive brochure. 


Now there are 14,280 reasons for advertising in 
“Uty”: 14,270 coal-using buying influences, and 
the 10 points of M*A*P*P. 


Write, wire or phone: 


Utilization 


MECHANIZATION, Inc., Publishers 
Munsey Bldg., 


Washington 4, D. C. NBP. 


NEW YORK © PITTSBURGH * PHILADELPHIA °* CINCINNATI 
CHICAGO © SAN FRANCISCO * LOS ANGELES 
Publishers of ... 
MECHANIZATION © UTILIZATION * MECHANNUAL 
CoAL INDUSTRY PURCHASING MANUAL 


11th Floor 
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" Follow your compass 

A to your biggest 

= export opportunity 
.. - CANADA. 




















For U.S. industry the magnetic pole of 
new business lies due north. 

Here, in a single dominion, speaking 
your own language, is a market which 
buys more U.S. products than all of 
South America or any other one nation. 
And it’s easy to do business with your 
northern neighbor, the more so be- 
cause National Business Publications, 
Ltd. offer you the dominant horizontal 
industrial monthly, the counterpart of 
the most advertised-in U.S. business 
paper, at rates you can well afford. 

lf you want to know more about Ca- 
nadian markets let us send you com- 
plimentary copies of: 

- “Canada 1954” official 300-page, 
profusely illustrated guide to Canadian 
opportunities; 

2. “So you want to do business in 
Canada”; a folder giving the sources 
of all the information you will need. 


por oe etaccege 
INDUSTRIAL 
EQUIPMENT 
NEWS 


CIEN, with the largest coverage of 
the industrial equipment market, offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 


Head Office: Gardenvale, Que. 


Atlanta ......... ...--.--WErnon 2969 
Birmingham, is sail Midwest 4-1072 
Boston LAfayette 3-4688 
Chicago HArrison 7-3730 
Cleveland .....................CHerry 1-222] 
Detroit EMpire 3-2087 
Garden City, Mich. _..PArkway 2-015! 
Grosse Pointe, Mich. .TUxedo 2-3583 
Indianapolis BRoadway 4422 
Kalamazoo ....KAlamazoo 4-2868 
Los Angeles LAfayette 5525 
Maywood .....Fillmore 3-8298 
Minneapolis -ORchard 5-845! 
New York OXford 5-0500 
New Haven ...UNiversity 5-2306 
Philadelphia GRanite 2-6500 
Pittsburgh EXpress 1-0244 
Richmond vessesseeeee-ee-FAirfield 2925 
Rochester _.... .....CUlver 0346 
Western Springs, Ill, ....CHestnut 6-3180 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Vast plant maintenance market 
sees continued growth ahead 


By M. J. Murphy. Factory Management & Maintenance: Thomas E. Hanson, Plant Engi- 
neering: Hunter Hughes, Industry & Power: Harry Armand, Safety Maintenance & Pro- 
duction; John R. Rutherford, Inplant Food Management; Karl M. Mann, Wastes Engineer- 
ing: John Powell, Modern Sanitation; Edward S. Gillette, Water & Sewage Works: and 


George W. Rhine, Maintenance. 


® PLANT MAINTENANCE continues to 
loom large as a growing function in 
manufacturing industry. This is the 
result, in part, of increasing com- 
plexity of manufacturing and, in 
part, of increasing costs of labor and 
materials. In companies where new 
processes and equipment have 
reduced the number of “production 
operators” (direct labor), the size 
and cost of maintenance operations 
have tended to jump fast. 

The proportion of maintenance 
workers to production workers is 
steadily changing in industry, and 
rule-of-thumb “direct—indirect labor 
ratios” are becoming obsolete. Com- 
panies are finding that these rule-of- 
thumb ratios are causing their main- 
tenance operations to starve to death 
and are reducing operating efficiency 
at the very time when competition 
requires increased efficiency. 

Cost consciousness has led to a 
growing awareness of the impor- 
tance of better work measurement in 
the maintenance field, similar to that 
which is often used now for produc- 
tion operations. Industrial engineer- 
ing consultants as well as company 
time study and methods engineers 
trained in work measurement meth- 
ods will find 1955 a fruitful year in- 
deed. A little further ahead, once 
better cost control of maintenance 
work is achieved by work measure- 
ment, is the possibility of wide- 
spread application of wage incen- 
tives in this field. 

Factory’s Cost Index of Plant 
Maintenance rose from 100 in 1947 


(base year) to 143 in December, 
1953. It dropped slightly in early 
1954, but was again at its peak in 
late fall. For 1955 it should show a 
fairly level pattern, the sum of 
changes, however, being moderately 
upward. And the labor component 
in maintenance cost will continue to 
rise more rapidly than cost of ma- 
terials. 

In the field of labor relations all 
eyes will be turned toward Walter 
Reuther as he presses his demand 
for the guaranteed annual wage. 
Attention will be centered mainly 
on the automobile industry, but 
the meaning of “guaranteed annual 
wage” is so vague that token vic- 
tories might well be achieved in any 
industry. No clean-cut victory for 
the guaranteed annual wage is likely 
to develop in 1955. For propaganda 
purposes there is a good chance the 
label may be tacked onto severance 
pay plans. A more favorable atti- 
tude toward liberalized state unem- 
ployment insurance programs has 
already begun to develop as a re- 
sult of guaranteed annual wage 
pressures. 

A major aspect of the growing 
complexity of manufacturing is the 
developing interrelation of virtually 
all the processes, services (including 
maintenance), and planning re- 
quired for efficient operation. On the 
technical side, this has brought a 
demand for “hyphenated engineers,” 
men with understanding of more 
than a single specialized area of 
technology, such as hydraulics or 

Continued on page 32 

















Because of its continuous use for buying ref- 
erence, JE'N helps you to close sales, speaking for you 
again when the deal is about to be closed. When 
you are a regular advertiser in IEN, you keep right 
on selling from start to finish. 


Thousands of buyers first learn of a product 
from IEN and receive their final buying impact 


. {— from Industrial Equipment News. 
MO 


t every product purchase 


a u 
." di ON TE S T FROM A RECENT MAILING OF N. I. A. A. 


You can’t buy better insurance for the effec- 
tiveness of the thousands of dollars you spend in 
methods papers than to invest a few hundreds to 


both to open mth Op portunity ‘4 snd rly the sale. make sure that your product is entered in the 
. \G ee spel elimination contest and is there when the contract 


tts oy exposing is awarded. 





Details? . . . Send for complete DATA FILE 


64,000 product selectors search the pages of 
IEN each month solely for what’s new or better in 
products. In IEN you can fish for new markets 
among all these manufacturers who together make 
80% of the national product. IEN will help you to 
sell them and prompt many of your logical pros- 
pects to reveal and particularize their buying in- 
terest by means of IEN’s exclusive SPECIFIC 
INFORMATION SALES LEADS. 
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NB ig 461 Highth Avenue, New York 1,N.Y.... Affiliated with Thomas Register 
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TALK ABOUT 











“PIPELINES” 


to the 


INSIDE..... 


If you’re looking for a direct pipe- 
line to get your sales story to the 
places where it counts — on the in- 
side of the ceramic field, the CE- 
RAMIC BULLETIN is your obvious 
selection. 


The BULLETIN, as the official organ 
of the American Ceramic Society, is 
10t only the most widely read ceramic 
publication at all levels of the in- 
dustry, but is recognized as the out- 
standing source of authoritative, up- 
to-date ceramic industrial and tech- 
nical information. 
Because of its wealth of sound in- 
formation, «very issue of the CB be- 
comes a reterence work to be checked 
and rechecked . . . read and reread 
. passed on from one department 
head to the next. It’s this plus value 
that means added readership, added 
impact to your sales story ... real 
penetration. 











We'll be happy to discuss CERAMIC 
BULLETIN advertising with you in 
complete detail. 

Write today for a detailed analysis of 
Ceramic Bulletin’s coverage of the $4 
billion ceramic market. 










eramic 
ulletin 
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trends e e begins on p. 30 


mechanics or chemistry. We now 
begin to see electro-chemical engi- 
neers, bio-mechanical engineers, 
electro-metallurgical engineers, etc. 

Exactly paralleling this trend, the 
successful manager finds that it is 
increasingly necessary for him to be- 
come a hyphenated executive. No 
longer can he be just a production 
man, or just a plant engineer, or 
just a personnel man. He must have 
a grasp of the facts . . though not 
usually a detailed, how-to-do-it 
knowledge . . of every aspect of plant 
management. 

In an effort to increase the pres- 
ently small supply of hyphenated 
executives, more and more com- 
panies are turning to executive de- 
“management de- 
velopment”) programs. The need for 
such programs continues to be felt, 
and even more will be done in this 
field in 1955 than in the past year. 

Less than five years ago, such 
programs were often looked upon 
as “fads,” and many executives con- 
fidently predicted they would neither 
last nor accomplish any good. Both 
predictions have proved incorrect. 
In fact, 1955 may well be the first 
year in which the full benefits of 
wide-scale management develop- 
ment programs will be felt. Certain- 
ly this type of management tool 
can no longer be called “faddish” 
or experimental. . . M. J. MURPHY, 
editor, Factory Management & 
Maintenance, New York. 


Two Pronounced Trends. . Fore- 
casting and evaluating, a hazardous 
business in most fields, has become 
a rather harmless pastime in indus- 
trial plant maintenance. This is so, 
not because of lack of development, 
but because the two major trends 
are so pronounced that it is impos- 
sible to miss them: 

1. Greater emphasis on manage- 
rial control of costs at the engineer- 
ing level has brought about more ac- 
curate scheduling of time and closer 
evaluation of labor in all phases of 
maintenance. While not many of the 
smaller plants have applied such 
controls and measurements, there 
have been enough pioneers in the 
small organizations to prove that 


such controls are workable for even 
those plants with as few as 12 to 20 
maintenance workers. With the ever 
rising costs of labor and tighter 


competitive situations, most firms 
find themselves in a “Root, hog or 
die!” period. 

When an industrial plant adds to 
its factor of lower maintenance costs 
the even more important factor of 
shorter periods of down time for 
production machinery, that plant 
finds itself in an enviable competi- 
tive position. Conversely, its com- 
petitors, who may not have adopted 
such controls and systems in all 
their forms, will find their positions 
untenable. 

2. “Automation” .. that much- 
abused term . . is nevertheless, a 
handy tag for the second trend in 
industry which will affect mainte- 
nance to an ever-increasing degree. 
Although automation will be tilted 
at with great blowing of trumpets 
by many labor leaders, it is a trend 
that cannot be stopped with any 
greater success than that met by the 
textile workers in the first indus- 
trial revolution. 

Automation will bring with it in- 
creased responsibility for superin- 
tendents of maintenance and for 
their staff members and working 
crews. It will result, of necessity, in 
better educated, better trained 
workmen. The maintenance crafts- 
men in the automated plant must be 
a high-grade technician, capable of 
quickly and accurately tracing in- 
volved control circuits; he must have 
thorough knowledge of all the vari- 
ous sensing devices; he must be well 
versed in the maintenance and oper- 
ation of complex conveyors, mixing, 
bottling, packaging and weighing 
machines and systems. 

To summarize, the maintenance 
craftsman seems to be moving out 
of his niche of “necessary evil” and 
“indirect labor” into a more de- 
served and positive position of 
“production and maintenance tech- 
nician.” . . THOMAS E. HANSON, editor, 
Plant Engineering, Chicago. 


Foundations Are Rotten .. The 
business economists and statistical 
experts have been so impressed with 
the optimistic outlook for consumer 
sales that they seem to have over- 
looked one important aspect of our 















Explore the sales 
opportunities in the 
vast Chicago market 


Does an 18 billion dollar market interest 
you? That is the dollar estimate of the 
goods and services that poured forth from 
Chicago’s 14,000 manufacturing plants in 
1953. 


Chicago, the hub of America’s transpor- 
tation system, leads the nation in such 
diversified products as: television 
housewares, metalwares, machinery, tin 
cans, railroad equipment, and telephone 
equipment. But diverse as these products 
are, their manufacturers all have one thing 
in common. 


sets, 


The man who specifies and approves manu- 
facturing processes for industrial products 
like these is a tool engineer. In every in- 
dustry he is the man you must sell to get 
your product specified. He is the number 
one buying influence behind your cus- 
tomer’s company name. It is his fune- 
tion to specify, designate, approve products 
like yours for the manufacturing processes 
in his plant. Right is a representative cross 
section of Chicago industry. 


To sell to Industry — 
sell the TOOL ENGINEER 


Here’s how: To you who sell to industry, THE 
TOOL ENGINEER Magazine presents an oppor- 
tunity to carry your product news directly to 
tool engineers. This is the publication that 
reaches the men who comprise your market. 
As the one magazine of their profession, it is 
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COMPANY 


NO. OF 
EMPLOYES 


END PRODUCT 
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TOOL 
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Accurate Machine Works 
W. D. Allen Mfg. Co. 
Bell & Howell Co. 
Clearing Machine Corp. 


Danly Machine Specialties, 
Inc. 


A. B. Dick Co. 


Ditto, Inc. 


Dole Valve Co. 


Electro Motive Division 


(Branch of General Motors 


Corp., Detroit) 


Ford Motor Co. (Branch of 
Dearborn, Mich.) 


Imperial Brass Mfg. Co. 


International Harvester Co. 


Motorola, Inc. 


Scully-Jones & Co. 


Stewart Warner Corp. 


Western Electric Co., Inc. 





50 
50 


800 


400 


750 


500 


500 


15,000 


4,000 
300 


3,000 


30,000 





Machine shop 
Brass goods 
Motion picture equipment 


Industrial presses 
Dies, parts 


Mimeograph duplicating 
machines, paper folding 
machines 


Duplicating equipment, 
supplies 


Brass products 


Locomotives 


Automobiles, tractors 


Brass, Bronze, kindred metal 
products 


Agricultural machine equip- 
ment, motor trucks, trac- 
tors, binders, twine, 
refrigerators 


Radios, televisions, heaters 
Tools, machinery 


Automotive equipment, 
radios, hardware 


Telephone communications 
and teletypewriter 
equipment 











*Members of the American Society of Tool Engineers. 


Sources: Industrial Department, The Chicago Association of Commerce and Industry; 
Reference Book of Dun & Bradstreet, Inc.; Membership Records, American Society of 


Tool Engineers. 





their guide to new ideas and processes. The only 


sure way of affecting the decisions of the men 
who can designate your product — tool en- 


- is through the pages of THE TOOL 


gineers - 


ENGINEER. 


10700 


Puritan 


Avenue, 


TA Cixi | 


Engimeer 


Detroit 38, 


Publication of the American Society of Tool Engineers 


Mich. 








economy. According to the best fig- 
ures available from the Department 
of Commerce, and according to our 
own observations, all too little 
money is being spent on the re- 
placement of obsolete basic indus- 
trial equipment . . as opposed tu 
production equipment. 

The engineer in charge of over- 
all plant operations well knows that 
it is necessary for his basic equip- 
ment to be in good condition if the 
plant, as a whole, is to operate ef- 
ficiently. But it is hard for him to 
convince top management (which is 
primarily interested in production 
and sales) that new basic equip- 
ment is needed. 

There is a textile mill in South 
Carolina where something over $2,- 
000,000 was spent last year in mod- 
ernization. The expenditure was long 
overdue, and it had become a ques- 
tion of spending the money or get- 
ting out of a highly competitive 
business. When the engineer turned 
in his proposals and specifications 
for modernization, he included a 
sound percentage of the total for 
purchase of the basic equipment. . 
boilers, air compressors, lighting and 
air conditioning. He allocated the 
larger percentage to the purchase 
of production equipment such as 
looms, spinning frames and slashers. 

Top management, made up in this 
firm primarily of sales executives, 
took the engineers’ proposals and 
spent two months revising them. 
The result was the expenditure of 
the same amount . . $2,000,000 . . 
but it was all for production equip- 
ment (except for $20,000 for new 
humidifier heads for the weave 
room and some extra lighting). The 
boiler, air compressors, new air con- 
ditioning system, and most of the 
lighting proposed by the engineers, 
were by-passed for the present. 

Despite all the pleas of the engi- 
neer, this revised plan was adopted. 
The mill now has increased its out- 
put of cloth, it proudly shows off its 
new Saco-Lowell spinning frames, 
and the production and sales per- 
sonnel are pleased as punch. That 
is, they were pleased until the cost 
figures came in for the last quarter 
of 1954. Then they were surprised 
to see that their production costs 
per yard were still out of line with 
their better competitors. 

Continued on page 34 
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*I’ve watched Reply-O-Letter 


“I’ve known Reply-O since the days 
when they didn’t have the money to 
even pay for an ad like this. I like the 
way they do business. I like the way 
they never tried to get all the market 
would bear because they had a patent. 
Their customers, many of whom I 
know personally, like them, too, and 
respect their integrity. I consider these 
folks a credit to the direct mail fra- 
ternity. 


“Best of all, I like their product. I 
use it myself to get subscriptions and 
renewals, and I know it works.” 


co 


grow since 
it was 


a pup °°’ 








says 
Mr. Direct Mail, himself 
HENRY HOKE, 


Publisher, The Reporter 
of Direct Mail Advertising 


write for 
FREE BOOKLET 


We invite tests of 5,000 
to 10,000 Reply-O-Letters 
from mail users who, 
when satisfied with the re- 
sults, can then mail in 
larger quantities. 


The booklet, “1T was AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails, 
Send for your free copy 
today. 





THE REPLY-O PRODUCTS CO. 
7 Central Park West 
New York 23, N. Y. 


March 1955 /'39 








' 
| 
| 
| 
. 
: 
| 
) 
. 










































- WATCH © 
THIS 
SPACE 


ey OM OC, rg Sanger og woamuallt 


‘A 
AN 


... for news about the 
exciting story of a great 
American enterprise that will 
be studied and widely 
discussed throughout the 
mining industry. 


COMING 
SOON 


exclusively and complete 
in the pages of 


MINING 
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It’s the advertising and 
merchandising opportunity 

of the year for manufacturers 
of equipment and supplies. 


Details will be announced 
in this space next month. 


Mining engineers 
are educated to 
specify and buy! 


MINING 


engineering 


aw Published by 
©’ The American Institute of Mining 
. + and Metallurgical Engineers, Inc. 
? — 29 West 39th Street, 
PAN New York 18, N. Y. 
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The engineer was able to give 
them the answer. They had built a 
modern mansion on a rotted founda- 
tion. All of their production equip- 
ment depended upon the plant utili- 
ties for efficient operation, and the 
utilities were unable to meet the 
demand in an economical manner. 
The boiler is a 1902 hand-fired unit 
that takes the constant attention of 
four men. With a new boiler they 
could have eliminated three attend- 
ants and put the fourth man to work 
80% of the time on other jobs. 

Coal handling is strictly manual 
and costing far more than it should. 
The fuel bill is way out of line. The 
compressors were built before the 
Chicago Fire. Air delivered to the 
plant is full of moisture, and the 
compressor is down three days out 
of the month for maintenance. The 
air conditioning system, if so it can 
be called, is simply a group of hu- 
midifier heads largely under manu- 


| al control, and the water used is 


not treated, so the heads clog on a 


| regular schedule and. droplets of 


rust-filled water occasionally fall 
onto the cloth being woven. The 
lighting level in the spinning room 
is a constant 18 footcandles. 

After all their expenditures, the 
mill now must face a situation very 
similar to that prior to moderniza- 
tion. They have, it is true, a higher 
output, but their competitive posi- 
tion is even worse, for they cannot 
sell their increased production until 
they can bring costs down. Again, 
they must invest in modernization 
of basic equipment or close up shop. 

This is not a lone example. In the 
course of a year we go into many 
plants, and almost all of them are 
ready to show you their production 
equipment. Then, with a soft apolo- 
gy, they hurry you past the basic 
industrial equipment . . the founda- 
tion on which plant efficiency must 
be built. 

The plant engineer for a large 
motor manufacturer took us through 
his plant last year, showing us all 
the excellent machine tools, special 
winding and assembling equipment, 
and paint shops. “Funny thing,” he 
said, “it’s hard to believe, but we 
have the wrong size motors on about 








60% of those machine tools.” They 
made motors, but they had never 
got around to studying the loads on 
each of their own machines and 
fitting motors to the jobs. 

There is no question about it. . 
our industrial plants are no* in as 
good shape as they look to a hurried 
observer on a plant tour. The foun- 
dations are rotten. It is time that 
the plant engineer took top manage- 
ment men by the hand and led them 
down into the boiler room for a look 
at the boiler, the pumps, the air 
compressor, and the heating and 
cooling equipment. As well built as 
this type of equipment is, it will not 
last forever. And the new models 
offer new highs in efficiency, an ef- 
ficiency that will show up in better 
production at lower cost throughout 
the whole plant. It is time to spend 
more on the “foundations.” . .. HUNT- 
ER HUGHES, editorial director, Indus- 
try & Power, St. Joseph, Mich. 


Safety Progress Keeps Pace. . 
With assurance born of a continu- 
ing peak in peace-time operation, 
American industry is looking for- 
ward with confidence to a rise in 
output. This promises similar prog- 
ress in the twin fields of safety and 
plant maintenance. 

During the past two years, in- 
dustry in general maintained high 
levels of operation and, fortunately, 
safety progress kept pace . . as it 
always does when progressive man- 
agement recognizes the fact that the 
crusade for accident prevention and 
plant maintenance plays a vital role 
in efficient production. 

Great strides can be anticipated 
in the trend toward greater safety, 
implementing the premise that the 
American way of life means placing 
greater emphasis on the conserva- 
tion of life itself. Industrial man- 
agement, the compensation writing 
insurance fraternity, and safety or- 
ganizations have all achieved envi- 
able records in combatting the day 
to day hazards of industry. In 
countless ways, those hazards are 
being minimized if not eliminated 
entirely. 

Safety and maintenance are no 
longer viewed as two separate fac- 
tors . . they are the Siamese twins 
essential to building production. 
Without one the other cannot exist, 

Continued on page 38 















You get a 
Big Bonus, too! 


® This special section of the May issue 
of PIT & QUARRY is self-covered 
with India-tint stock for quick, easy 
identification. 


® Additional copies of the special sec- 
tion are bound separately and mailed 
to Lime and Aglime plants all over 
the world—giving you a big fat ex- 
tra bonus. 


* Your advertisement in the Limestone 
section of May PIT & QUARRY will 
enjoy extra-high readership and ex- 
tra-long sales life. 


* And, you get coverage of the TOP 
buying power in the field. 


Send space 
reservation 
today 


’ 4 oe? 


a basic ingredient to the nation’s economy 


...1/6th of America’s “hard” minerals (coal, metals and nonmetals), and 1/3 of the 
huge nonmetallic mineral output—Limestone, is a basic mineral extracted by several parts 
of the PIT AND QUARRY industry. Two of these are the highly-specialized Lime Manu- 
facturing and Agricultural Limestone industries—highlighted each year in the May issue 
of PIT AND QUARRY. 

eo a“ # 
LIME is an essential ingredient in construction, metallurgical processing, the manufactur- 
ing of steel, chemicals, paper, glass and countless other commodities in everyday use and 
many other purposes. Our expanding indu<«rial economy and the huge growth forecast 
for construction will skyrocket the demand for lime in the months ahead. Bigger and more 
modern lime manufacturing facilities will be sorely needed. 


AGRICULTURAL LIMESTONE is critically-needed to revitalize the depleted farm soil 
of the nation. It is so important to the country that the government helps the farmer to buy 
the liming materials his soil needs. The never-ending depletion of the soil constantly 
increases the need for aglime. Added burdens are placed on the extractive and pulverizing 
capacity of the industry as a result. 


Tell these producers how your equipment can help step-up production and increase 
profits. Place your sales story in the important May issue. Write or wire your space 
reservation today. 








93.6% of top officials (executive, 


CLASS | RAILROADS, U.S.A. 


Pres. or other 
Chief Executive 


Top Operating 


Officer 


be Purchasing 
Officer 


Ne’ 


oa" 


if 


CLASS | RAILROADS, U.S.A. 


Pres. or other 
Chief Executive 


Top Purchasing 


Top Operating 
0 


Officer 





Akron, Canton & Youngstown 
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WANT TO SELL 
IN CANADA ? 





Canadians like their own 


national business publications. 


* explains how 


A recent survey 
much. Here are some reasons 


why: 


- « « because they’re edited for 
Canadians with an eye to 


Canadian needs. 


. « « because the books provide 
good advertising display 
and sound, readable 


editorial matter. 


because space costs are 
low in relation to the 
publications’ deep pene- 
tration in the national 
Canadian market. 


Write to-day for information on 
Canada’s 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 


on request. 


sly 


t+ 





BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W., TORONTO, CANADA 
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since it is impossible to achieve a 
good safety record without good 
plant maintenance. 

Greater safety in future months 
automatically means increased pro- 
duction. Government itself will look 
with jaundiced eye on any sharp 
rise in accidents and present trends 
indicate that, as mew processes 
emerge, tighter standards to control 
hazards will be brought into being. 

There is a national cry for a re- 
duction of rapidly mounting costs. 
From the operation of the Federal 
government itself on down, expenses 
are out of all proportion to income, 
high as the latter may be at present. 
In the foreseeable future, therefore, 
a way must be found to dramatize 
an item representing a loss of bil- 
lions a year. 

It will behoove management to 
institute a more careful survey of 
the wasteful, burdensome accident 
cost which, while often hidden from 
direct view, is a staggering and 
destructive “tax” which must be 
struck from our budget. . 
professional and personal. 

Long ago national advertisers 
found nothing to replace the appeal 
to the creature comforts and desires 
of mankind. The trend in the im- 
mediate future will be a “glamour 
process” for safety and maintenance, 
since they enable us to enjoy the 
best thing in life . . life itself!. .. 
HARRY ARMAND, editor, Safety Main- 
tenance & Production, New York. 


national, 


Food Service Maintenance . . 
Cafeterias and restaurants in busi- 
nesses and industries are a relative- 
ly new market, and progressive 
salesmen of sanitation equipment, 
air conditioning, tables, chairs, etc., 
are producing sales in inplant cafe- 
terias by calling on the food service 
manager as well as the plant main- 
tenance man. 

Cafeteria managers, as a rule, are 
responsible for the sanitation and 
maintenance of their kitchens and 
for the food served in the cafeterias, 
but it is the plant maintenance man 
who approves the purchase of safety 
devices, cleaning compounds, and 
waste receptacles which go into the 
cafeteria. 


This does not mean that the cafe- 
teria or food service manager is not 
an important factor in the buying 
of maintenance equipment. Fre- 
quently, he specifies or controls the 
purchase and, certainly, should be 
seen by the salesman. Both are im- 
portant, and it must be kept in mind 
that both have as their objective 
“better employe relations.” 

Let us assume, for instance, that 
you are selling air conditioning. 
Certainly, you will find complete 
cooperation between the mainte- 
nance man and the cafeteria man- 
ager in pointing out the betterment 
of industrial relations through the 
installation of air conditioning in 
the cafeteria. The same would be 
true in selling industrial sound con- 
ditioning. 

At a recent meeting of the In- 
dustrial Cafeteria Managers Asso- 
ciation at Michigan State College, 
it was apparent that “safety” was 
the keynote throughout their two- 
day meeting. The group . . counting 
among its members such companies 
as Firestone Tire & Rubber, East- 
man Kodak, Frigidaire Division of 
General Motors Corp., and Bell 
Telephone Systems . . includes 39 
companies who estimate that they 
feed 2,000,000 employes each work 
day. All of these companies operate 
their own plant food services; and 
the use of flooring materials, wall 
partitions, insecticides, cleansers and 
the score of other products which 
concern employe safety are subjects 
of vital concern to them. 

There is a great opportunity for 
salesmen of maintenance equipment 
in the inplant food field. Decentral- 
ization and the desire of unions and 
management to improve employe 
relations are creating an expanding 
market that is certainly worth culti- 
vating. And the trend will continue 
with an estimated $25,500,000,000 
going into plant expansion this year. 

. JOHN R. RUTHERFORD, editor and 
publisher, Inplant Food Manage- 
ment, Chicago. 


Sewage, Waste Disposal . . In 
spite of the rapid increase in the 
number of sewage treatment plants 
built by municipalities in recent 
years . . and the equally large in- 
crease in the number of industrial 
wastes treatment plants constructed 


Continued on page 40 
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r THE metalworking markets, buying power is knowledge and experience from engineering 

necessarily a matter of teamwork. and manufacturing. Actual selections stem from 
a team. An informal team, perhaps, but an in- 
separable team that functions in every volume- 
buying metalworking plant in America. 


For example: Every step in the manufacture of 
a metal product is related to every other step. 
Because of this, production executives alone 
cannot specify production equipment — they 


must consider the tool engineer, the product MACHINERY's Editorial Content is carefully planned 
to appeal to every member of that team—design, pro- 


designer, and many others. 
oe, § y duction, management. In this MACHINERY excels, as 
indicated by the following typical breakdown of types 


Likewise, design engineers alone cannot specify ragia 
of articles: 


parts, materials and accessories—they must con- ' 
Metalworking Operations 37% 
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by manufacturers . . there is serious 
need for extensive construction of 
additional facilities in the next 
decade. 

The 1954 Economic Report of the 
President, to the 83rd Congress, de- 
scribes the public works require- 
ments of the near future and states, 
“Even more serious is the shortage 
of sewers and industrial wastes fa- 
cilities, the capacity of which has 
not kept pace with the rapid urban 
growth of the last decade. To meet 
these requirements within five 
years, as well as to provide for cur- 
rent growth, annual expenditures of 
1.8 billion dollars are necessary, 
which compares with a current rate 
of about 0.6 billion.” 


A survey conducted by Wastes 
Engineering among state sanitary 
engineers late in 1954 indicated that 
2,500 new sewage plants and 2,100 
industrial wastes plants must be 
built not later than 1960. In addition, 
1,500 sewage plants need improve- 
ment and nearly 1,000 industrial 
wastes plants require modernization 
and enlargement. 

Three factors will induce this 
kind of construction progress: (1) 
strengthened state laws, backed by 
federal law, prohibiting water pol- 
lution; (2) a growing willingness on 
the part of industry and municipali- 
ties to invest funds for this purpose; 
(3) a growing public demand for the 
preservation of the nation’s water 
resources in the interest of the pub- 
lic, fish and wild life conservation, 
and recreation. 


begins on p. 30 


Progress in industrial waste treat- 
ment will be even more striking 
than sewage works construction. In- 
dustries are recognizing that their 
wastes must be treated in compli- 
ance with law and in order to be 
“good neighbors” in their communi- 
ties. Industry is seeking and finding 
ways to modify their production 
processes in order to reduce the 
quantity and pollutional quality of 
their waste waters. There is a trend 
towards the reclamation of material 
which can be reutilized or converted 
into profitable by-products. There 
is also a trend for the reclamation 
and re-use of water in those areas 
where water is scarce or expensive. 


Some industries have found re- 
claimed water to be better than new, 
raw water from available sources. 

There is a strong trend in the di- 
rection of close affiliation between 
industrial wastes officials and sew- 
age treatment officials. Wherever 
possible, industry is investigating 
the economic desirability of dis- 
charging their wastes into public 
sewers. One of the trends of the 
immediate future is the establish- 
ment of workable standards for the 
quality of wastes which can be dis- 
charged into sewer systems without 
injury to sewers or sewage treat- 
ment processes. Cooperation is the 
keynote between industries and mu- 
nicipalities which enjoy the employ- 
ment offered by manufacturers. 

The trend in sewage treatment is 
toward accelerated processing. New 
mechanisms are making possible 
shorter periods of treatment and 
the trend will be still further in this 
direction. The digestion of organic 
matters in sewage are being stepped 
up, thus reducing the size of treat- 
ment units required, and resulting 
in consequent economies in con- 
struction and operation. 

Just as in the industrial wastes 
field, the trend in sewage treatment 
is toward utilization of waste prod- 
ucts. The methane gas produced in 
the digestion of organic matters is 
being utilized for the production of 
power and for powering treatment 
plant equipment. This trend is cer- 
tain to increase. The trend is toward 
the utilization of sewage sludges as 
soil conditioners, and as fertilizers. 
The reclamation of vitamins from 
the Milwaukee Fertilizer Milorgan- 
ite has attracted wide public atten- 
tion . . MORRIS M. COHEN, editor, 
Wastes Engineering, New York. 


Fire Protection Sees Change. . 
The fire protection field, both mu- 
nicipal and industrial, is in a con- 
stant state of flux. The develop- 
ment of new products and new 
processes of manufacture is contin- 
ually adding new hazards. 

The tremendous growth in the use 
of plastics, with parallel growth in 
production of solvents . . some high- 
ly flammable . . is typical. The erec- 
tion of massive industrial plants, 
featured by large unbroken areas, 

Continued on page 42 














This is a“house advertisement,” addressed to readers, 
which appears frequently in CHEMICAL PROCESSING 





Have you wondered 








ivis, LIKE MANY others, you’ve always 
thought that all publishers make their money, 
or much of it, from the subscriptions they sell. 


‘Tisn't so... 


. .. no, ’tisn’t so. With the exception of a few 
general magazines (e.g. READER’S DIGEST*) that 
sell hundreds of thousands—some millions of 
copies—most industrial publishers with rela- 
tively small circulations actually lose money 
on their subscription sales. 

Then how do industrial publishers make 
money? As you can guess, they make it from 
the advertising they sell. Total subscription 
sales are hardly a “drop in the bucket” com- 
pared to advertising revenue. 


Advertisers demand best coverage 


Since advertisers pay the bills, they demand 
best possible coverage of all important men 
in the field. So it’s up to the publisher to pub- 
lish the most readable magazine possible . . . 
then to insure coverage of the maximum num- 
ber of the best readers. 

You can’t do that by selling subscriptions 
| —sales costs are high—a large share of the 
subscribers cancel each year—and no matter 





*Reader‘’s Digest has since announced that they will accept advertising, 
i beginning with their April, 1955 issue. 





| PUTMAN PUBLISHING COMPANY 
111 EAST DELAWARE PLACE e 
Publishers of: FOOD PROCESSING » CHEMICAL PROCESSING * FOOD BUSINESS 
“Executive Magazines for Industry” 


CHICAGO 11, ILLINOIS 


why this magazine 
comes to you 


..Without charge? 


how much time, money, and pressure is used 
there are always some of the important men 
who will never buy. 

As you can see, the most effective method 
of getting the kind of coverage advertisers 
want is (a) to hand-pick the most important 
men; (b) send the magazine to ALL these men; 
and (c) to make the magazine so interesting, 
so valuable that they will want to read it. 


That’s why... 


... Chemical Processing is sent only to quali- 
fied readers . . . selected management and 
technical key-men in the chemical industry; 
that’s why you get Chemical Processing at no 
cost—that’s why we spend thousands of dollars 
on each issue to make it worth your time to 
read it. For you are an important reader in 
the chemical processing field. 





Chemical Processing 


Published by Putman Publishing Company 


Creators of PUTMAN-STYLE Magazines 

... terse, vital editorial; ‘‘hand-picked’’ circulation; 
square, high-visibility format; quality readership; 
hence more READER ACTION 










PUTMAN 


PUBLISHING 
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The sure way to get your 
sales story into buying hands 


Your sales approach to the Refining Industry depends on 
getting product information in the hands of men who buy. 
And your catalog in Refinery Catalog will reach “inside the 
gates’ to 6,000 men with purchasing authority in the 
Refining-Natural Gasoline-Petrochemical Industry. 


Refinery Catalog’s planned distribution covers men respon- 
sible for 98% of all purchases made in Refining operations 
. . . hard to reach men on the other side of those “No Ad- 
mittance” signs. Ask a representative to show you the actual 
list of these proven buyers. 


For strong supporting assurance on 
Your sales and advertising programs 


. . . put your story into the hands of the right men, at 
the right time—when actual buying decisions are being 
made! Place your catalog in Refinery Catalog. This will help 
your salesmen get inside those’ gates! 


Send now for value-packed 24-page 
Refinery Catalog Fact Book. Gives 
market data, copy suggestions, cost 
comparisons. Write Sales Promotion 
Dept., P. O. Box 2608, Houston 1, 
Texas. 


She Woldi Lorgest MANSY Sablishers 


GULF PUBLISHING COMPANY 


OFFICES: © Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (15), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 © 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 
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is another factor which is changing 
the concept of fire protection. The 
$25,000,000 fire which levelled the 
huge automotive plant at Livonia, 
Mich., in 1953 well illustrates the 
need for a new appraisal of cur- 
rently developing trends. 

In industry there is a growing use 
of equipment for automatic detec- 
tion and extinguishing of fire. The 
latest combined device operates so 
quickly that it can detect and ex- 
tinguish an explosion in flammable 
gases before the explosion has time 
to develop its force. 

New extinguishing agents de- 
signed to control specific hazards 
are appearing on the market. The 
use of wetting agents (detergents) 
in water for fire fighting is gaining 
headway, for such agents increase 
the penetrative power of water. This 
is an important factor where fi- 
brous materials which ordinarily 
shed plain water are involved by 
fire. 

Insofar as research in fire control 
apparatus and equipment is con- 
cerned, this is limited to the manu- 
facturers of such apparatus and to 
the engineer research and develop- 
ment laboratories of the Engineer 
Corps and the U. S. Naval Civil 
Engineering and Evaluation Labo- 
ratory. These two organizations 
have recently come up with de- 
velopments which may have con- 
siderable effect on the field in the 
future. . . FRED SHEPPERD, editor, 
Fire Engineering, New York. 


Sanitation Moves Ahead . . By 
and large, “sanitation” is a mis- 
understood word and in discussing 
the trends in this field it should be 
clearly defined. 

Sanitation in the industrial and 
institutional world is a separate and 
distinct function of plant mainte- 
nance. Proper sanitation embraces 
safety procedures, industrial hy- 
giene and protection of products 
and property . . all of which affect 
both employe relations and the 
community. 

In the past ten years plant sani- 
tation, as a separate function of 
plant maintenance, has made tre- 
mendous strides. The sanitation ex- 
ecutive or sanitarian has achieved 





| 
4 
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top management rank in fields 
where sanitation is of paramount 
importance because of rigidly en- 
forced legal standards. These fields 
include such things as food proc- 
essing, beverages, drugs, pharma- 
ceuticals, biologicals, and food con- 
tainers. 

In the general industrial and in- 
stitutional fields the men who ad- 
minister the sanitation function have 
assumed executive status and are 
responsible to top management. 
Even in smaller firms the tendency 
is to employ trained men to ad- 
minister the sanitation program. 


The program supervised and exe- 
cuted by the sanitation executive 
includes good housekeeping; pur- 
chase of sanitary supplies and 
equipment; food service sanitation; 
refuse disposal; insect and rodent 
control; water supply; and outside 
plant sanitation. 

In administering this program, the 
sanitation men of America are 
currently purchasing products and 
equipment totalling more than a bil- 
lion dollars a year. . . JOHN POWELL, 
publisher, Modern Sanitation, New 
York. 


Radioactive Wastes . . The prob- 
lem of waste disposal crops up in 
such industries as steel, tanneries, 
fermentation, pickling, chemical 
plants, paper mills, drugs and many 
others. 

One of the most difficult problems 
will be that of disposing of radio- 
active wastes, and the coolants used 
as reactors and the waste from 
radioisotopes used in medicine and 
industry. This particular area has 
not been completely solved as yet. 

There are more than 100,000 
manufacturing plants in the U.S. 
that are having a problem of dis- 
posing of their waste. Of these, at 
least 10,000 have the problem of 
disposing of liquid wastes and the 
voiding of pollution of our streams. 
These plants use about 80 billion 
gallons of water per day, it is esti- 
mated. Of this amount, 55 billion 
gallons are put through processes 
that carry waste into streams and 
lakes. By 1975 it is expected that 
industry will be using 135 billion 
gallons per day. 

Continued on page 46 





Your TOP Engineering Market 


The AMERICAN ENGINEER reaches 
more Registered Professional Engi- 
neers than any other magazine. 


TELL THEM 
AND 


Here is your TOP engineering market 
— 78.4% buy or specify. A mar- 


ket of influence so extensive that it 


SELL THEM 
IN THE 


penetrates all phases of industry. 
The Registered Professional 


neer’s counsel is sought on processes, 


American 





/nginecr 


methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each siep he is DE- 
CISIVE in buying or specifying. 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 33,000 — 78.4% BUY OR SPECIFY 





THE READER 


|| THE MAGAZINE 








His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES. ........25.7%—8,481 
DEPARTMENT HEADS .....23.3%—7,689 
OWNERS OR PARTNERS ...12.8%—4,224 
SECTION HEADS .................. 12.2%—4,026 
SPECIALISTS (Industrial) 11.8%—3,894 
COTHER ones cesesccsesseensccsereseeenersnsesersesen 14,2 FQ —4,686 


100%—33,000 


His Earnings... 


A salary survey of AMERICAN ENGI- 

NEER readers substantiates their responsi- 

ble positions, as shown by these figures: 
10% earn more than $17,190.00 
25% earn more than 10,980.00 
50% earn more than 7,850.00 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 33,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
75,000 readers per issue. 


Advertising lineage UP 97.4% in two years! 


To help you sell the TOP Engineering Market 


send for: 


(] MARKET AND MEDIA INFORMATION (NIAA) 


C) A STATEMENT BY THE EDITOR 
[) INCOME AND SALARY SURVEY 
[] PRODUCT SURVEY 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1121 15th St., N.W., Washington 5, D.C, 
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Interior doors, windows, and blinds are electrically operated. 





The jalousies close automatically at the first drop of rain. 


There’s a heat pump, de-humidifier, and electronic dust precipitator, 


not to mention auxiliary glass panel heaters, Hi-fi outlets in every room, 


inter-com, four radios, two TV’s... Why, there’s even 


an electronic fly killer in. ... 


James M. Hoffman was the architect. Alabama 
Power Co. worked closely with him and with the 
owner-contractor to get full, economical coopera- 
tion from Man’s perfect servant, Electricity. And 
so did the editors of Electrical World. Here, today, 
in Anniston, Alabama, is Tomorrow’s electric 
house. 


No single article or set of statistics, no issue or 
year’s issues could have done it. But over a period 
of 81 years, thousands of pages of World’s work 
covering every part of the electric power industry 
have helped to make practical and bring to focus 
within these four walls the near-perfect, all- elec- 
tric home. Here, an article to help utilities point 
up for their consumers the advantages of modern 
appliances . . . the many features World’s editors 
have written on adequate wiring .. . a series on 
transformer troubles or sub-station construction 
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Remember .. . in the dynamic electric power industry, 
only World* can do the World’s work. 





aimed at lower-cost distribution. For consulting 
engineers and operating executives, manufactur- 
ers and marketing men World has presented, in 
volume, high-use editorial content, of top news 
value, to precise standards of quality. Numerically, 
twice as many columns and three times the num- 
ber of articles of any other magazine in the field 
in 1954. 


* + * 


To you this means market dominance by Electrical 
World, the inevitable result of truly superior edi- 
torial service. This is borne out year after year in 
surveys by manufacturers and advertising agen- 
cies. The question, “What one publication is most 
useful to you?”, reveals a preference almost with- 
out exception, of 4 to 1 or better for Electrical 
World. Let us show you the names, dates, and 
figures. 


*Electrical World, that is... 








What in the 
Hlectrical World? 


PEAK of capital expendi- 

tures for any single market 

is the Electric Power Indus- 
try. Utilities alone have invested 
$24.5 billion since 1948, this year 
another $3.9 billion will be spent 
. . « from '55 to '65 growth will 
call for $50.7 billion. Write for ‘‘In- 
dustry Forecast."" 
































(4-7) PLAN NOW for the May 

\38) 30 ‘‘Meter and Service 

(A Practices and Trends" is- 

sue (EEl Convention), closing May 9. 

Editorial will survey the policies 

and practices of utilities today in 

keeping pace with growing resi- 

ELECTRICAL EQUIPMENT dential loads starting at the critical 
; pe soe 4 point, the house service connection 
Weather-proof outlets or —the starting point in up-dating 
— soscolemiiet: distribution systems. Logical place 
Soi a sliding for your product story to this group 
a ate Ceiling heat pone! of special-interest readers—as well 
under wall cabinet One side of outlets as across-the-board—is the May 30 


Bracket ironing light| switch — operated : 
Heat pump _ Buzzer button issue, closing May 9. 


Precipitron Window operator 
Water heater Automatic draperies 


Exhaust fon Cove light 
Television Clock 


Amplifier for phone HE'S YOUR MAN! Unmatched in 

jet. box . ° P 
penetration of industry buying 
power, EW's audience is everyone 
concerned with generation, trans- 
mission, distribution, and utiliza- 
tion of electricity in large amounts. 
25,000 all-paid subscribers! In 
utilities and big industry, among 
electrical manufacturers and con- 
sultants . . . only World covers 


the entire Electric Power 
Industry. Write for CY 
*“Quick Facts.” 


@ A McGraw-Hill Publication ABP 


330 West 42nd Street, New York 36, N. Y. 
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No. 14 ofa sented, 


Publicity . . . 
Pentagonal 
Profession 


Industrial publicity is a 
five-sided operation 


First, you have to get your 
material — by field work, inter- 
view, correspondence or study. 


Second, you have to organize 
that material into “packages” or 
“files” — which serve real 

sales or business purposes. 


Third, you process the material 
— write your story or 
detail your meeting. 


Fourth, you place your 

material — by finding the editors 
or audiences it fits — 

making the match between copy 
and reader appetite. 


Fifth, you exploit the result 
— as fresh advertising 
material, a new sales tool, 

a training aid, or explanatory 
literature. 


Each step requires special experi- 
ence and savvy. Seldom are a 
manufacturer’s internal facilities 
fully professional at all five tasks. 


It will pay you to find out 


What's Your 
Shy Side 


Then, buy just what you need. 


By “pentagonal portrayal” our 
25 clients (list on request) 
include 2-3-4, 1-3-4, 2-4-5, 

full card, 3-alone and 1-alone 
buyers. 


May we discuss your promotional 
geometry with you? 


Harry W. Smith 
Incorporated 


TFechknical Publicity and Cditerial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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Often, industry has attempted to 
use the local sewage works to take 
care of their waste problems. But 
industry has found in many cases 
that there is a distinct saving in 
having its own waste disposal plant. 

EDWARD S. GILLETTE, publisher, 
Water & Sewage Works, Chicago. 


$12 Billion Market. . The field of 
maintenance is intensely active and 
its pace is daily accelerating. Estab- 
lished products are constantly being 
improved, and new products are be- 
ing developed at a rapid rate. 

The ever-expanding character of 
the maintenance market is due prin- 
cipally to two factors. Industry’s 
rapid acceptance of process auto- 
mation, as a means of increasing 
production and lowering manufac- 
turing costs, has greatly increased 
the need for maintenance. And in- 
telligent thinking now recognizes 
the error of the attitude, so long 
held, that maintenance is a non- 
productive expense, to be kept to a 
minimum. It is now of course re- 
alized that maintenance is of equal 
importance with production, since 
production depends on maintenance 
for its continuance. 

Furthermore, maintenance now 
offers the only industrial field not 
fully explored for potential cost 
reductions. And these can be real- 
ized only through stepped-up effi- 
ciency in maintenance operations. 

This means that new efficiency- 
promoting maintenance products, 
materials, tools and methods are 
eagerly welcomed, representing, as 
they do, sound investments that pay 
dividends in increased production, as 
well as in lowered operating costs 
both for production and for mainte- 
nance. 

In examining the present aspects 
of maintenance, we find that new 
markets appear to be opening for 
such products and services as record 
and scheduling systems designed for 
greater efficiency, modern electronic 
and electrical circuit-testing equip- 
ment, new type fire extinguishers, 
improved lubricants, lightweight 
heat-resistant clothing, instruments 
for detecting incipient fatigue fail- 
ures in equipment components, 





time- and labor-saving power tools, 


improved power transmissions, and 
maintenance-aiding plant vehicies. 

It seems evident, too, that mainte- 
nance markets are expanding for 
contract maintenance, communica- 
tions equipment, heat- and corro- 
sion-resistant coatings, rapid-drying 
paints, floor cleaning and mainte- 
nance materials, equipment cleaning 
and degreasing apparatus, snow re- 
moval and grounds maintenance 
equipment, improved roofing and 
flooring materials, and lightweight 
concrete aggregates. 

From all indications, wider mar- 
kets are developing also for methods 
and materials designed to speed up 
maintenance functions, for those in- 
tended to aid in reducing or elim- 
inating certain maintenance opera- 
tions, for more compact steam gen- 
erators and heating units, water 
treatment apparatus, vacuum clean- 
ing systems and weed killers. 

A competent authority estimates 
that the maintenance market, al- 
ready totaling $11 billion in 1953, 
has expanded by another billion 
during 1954 GEORGE W. RHINE, 
editorial director, Maintenance. e 
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Cover Picture . . The Air Force helped 
the agency business in creating this ad 
for Fletcher Aviation Corp., Pasadena, 
Cal. The company’s agency, Hixson & 
Jorgensen, Los Angeles, requested air 
photos from the Air Force, showing 
Napalm being dropped from wing tanks 
(which Fletcher makes) in Korean war. 
Battle photos weren't available, but Air 
Force got test photos (above) from proving 


ground at Elgin air base, Fla. 






vefied Petroleum Gas Industry. . - 


In the Liq 
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Your Market 
rows every Year! 


_ 


The LPG industry has set a new, all-time sales record every year 
for 32 straight years! In the past 9 years, fuel sales have increased 
302%! 


Today the industry serves 82 million consumers—in homes, on 
farms, in commerce and industry—and there are still 10 million 
more to be sold. 

Here is an annual market for hundreds of thousands of kitchen 


ranges, automatic water heaters, space heaters and furnaces, re- 
frigerators, clothes dryers and other domestic appliances... 


..for huge quantities of cylinders, tanks, valves, piping and 
related equipment used in making LPG installations; 


.. for LPG carburetion, trucks and tractors, fork lifts and other 
power equipment, burners and torches, welding equipment; 


. for anything, in fact, that operates on fuel or power. 


Here is a market —not yet half grown in number of customers— 
which also presents limitless opportunities for additional sales to 
present customers. 





) To Sell this Market TC) 





The Pre-eminent LPG Publication. 


Every year for 16 straight years 
BUTANE-PROPANE News has 

carried more advertising than As an Advertiser yor 
any other LPG publication... 

32.7% more in 1954 than the 

second place magazine. 


Write for market facts and for a copy of thet: 
new booklet “Who Can Buy Your Products in *s 
the LPG Industry” — an up-to-date report 
based on a 1954 survey of all 40,609 cities 
and towns listed in the U. S. Official Postal , 
Guide for 1953. “ 








A Jenkins Publication * 198 S. Alvarado St., Los Angeles 57, Calif. 
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news 


of industrial sales and advertising 


Big ads best, says sales head 


Use color, too, even if it 
means fewer ads, ABP told; 


Zitz tells why companies fail 


® cHIcCAGO . . Business publication 
advertising is the “background mu- 
sic” of selling. . it completes “sev- 
eral steps toward a sale,’ Howard 
Hibshman, director of sales, Norcor 
Mfg. Co., Chicago, believes. 

He said so at the annual Midwest 
conference of the Associated Busi- 
ness Publications. 

“Trade advertising sets a mood,” 
Mr. Hibshman said. “It familiarizes 
dealers and customers with the 
manufacturer’s name, products and 
policies.” 

He urged advertisers to “play this 
mood music” loudly, with big space 
and color ads, even if it means 
lower frequency. 

“Too many times manufacturers 
try to spread ads out as much and 
as long as possible, when they 
should use color and large space 





ads for greater impact,’ he admon- 
ished. 

Mr. Hibshman spoke at the sales 
clinic of the ABP meeting. Other 
speakers at the meeting developed 
these points: 

e Every 15 minutes a U. S. busi- 
ness goes broke because of one or 
more of four basic reasons. 

e A revolution in distribution is 
taking place in this country. 

e Organizational development is the 
hottest subject in business today. 
e Long range planning is fine, but 
management still has to plan so as 
to make a profit today and tomor- 
row and every day. 

e Business publications are doing a 
“lousy job” of showing how good 
they are. 

Martin Zitz, president, Henri, 
Hurst & McDonald, Chicago agency, 
told the sales clinic audience the 
results of a study to determine why 
businesses fail. The basic reasons: 
(i) poor communications . . “man- 
;gement is constantly handicapped 


Honored . . Ex-president Herbert Hoover waves to the crowd at the National Business 
f the nation dinner,’ at which he received the NBP’s silver quill 


business and industry. From left: vice-president Richard M. Nixon; 


Publications’ ‘‘state 


award for service to 


Harvey Conover, president, Conover-Mast Publications and board chairman of NBP; Mr. 


Hoc ver, and Robert E. Harper, NBP president. 
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because somebody didn’t get the 
word;” (2) lack of adaptability . . 
“in a swift-changing world, business 
must adopt new materials, products 
and promotional 
methods and 
adapt to new 
conditions 
of business;” (3) 
know-it-all atti- 
tude . . “when an 
executive says, 
‘nobody can tell 
me anything 
about my business that I don’t al- 
ready know, his business is heading 
for a fall,’ and (4) lack of inspira- 
tion . . “many businesses are ham- 
strung by lack of decisions, of peo- 
ple who will take responsibility.” 

The reverse of these four factors 
will lead to business success, Mr. 
Zitz said. Inspiration is the most es- 
sential attribute of business man- 
agement, he said. And he defined 
“inspiration” as “being inspired with 
the will to surpass and with a talent 
for inspiring associates.” 

The distribution revolution is 
toward mass market selling, Nor- 
man C, Owen, president, Webster- 
Chicago Corp., said during a panel 
discussion of business management’s 
problems. He said industry must 
“stay in step” with this trend in 
order to stay in business. 

Panel member David L. Harring- 
ton, president, Reuben H. Donnelley 
Corp., Chicago, said rapid industrial 
expansion has made organizational 
development the “hottest subject” 
in business today. He told the steps 
his company is taking to provide 
competent, thoroughly trained man- 
agement men: (1) determine per- 
sonnel needs for the future; (2) in- 
ventory all management personnel 
and give them a rating as to capac- 
ity for further responsibility, and (3) 
help these people improve them- 
selves by giving them a diversified 
work background and sending them 
to management courses. 

Management panel member Ed- 
ward Burnell, a partner in the Chi- 
cago management consultant firm 
of Booz, Allen & Hamilton, warned 
management not to become so con- 
cerned with long range planning 
that it will lose sight of the fact 
that its biggest immediate problem 
is maintaining day-to-day profits. 


Continued on page 49 
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Cue for a New Industry 


The discovery of celluloid in 1869 as a substitute for ivory in 
billiard balls led to the establishment of today’s giant plastics 
industry. 
Makers of plastics have also discovered that Business Week. is 
the ideal medium for marketing their products. And at less cost, 
because Business Week is read by a concentrated audience of 


buyers — management men who make or influence purchasing 


decisions for their firms. The fact that Business Week carries 


more pages of plastics advertising than any other magazine in 


its field is evidence of its selling power. These advertisers know... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 








These Plastics Advertisers Are Reaching Many of Their 
Major Markets Through Business Week 


Allied Chemical & Dye Corp. 
(Barrett Div.) 

American Cyanamid Co. 

American Insulator Corp. of Delaware 

American Viscose Corp. 
(Sylvania Div.) 

Anchor Plastics Co. 

Borden Co. 

Celanese Corp. of America 

Dewey & Almy Chemical Co. 

Dow Chemical Co. 

Dow Corning Corp. 

duPont de Nemours, E. 1., & Co., Inc. 

Durez Plastics & Chemicals, Inc. 

Eastman Kodak Co. 
(Eastman Chemical Products, Inc.) 
(Kodapak Sheet) 

Firestone Tire & Rubber Co. 
(Firestone Plastics Co.) 


General American Transportation Corp. 


General Electric Co. 
(Chemical Div.) 
Goodrich, B. F., Co. 


Goodyear Tire & Rubber Co. 
(Goodyear Chemical Div.) 

Hercules Powder Co. 

Hollingshead, R. M., Corp. 

Koppers Co., Inc. 

Monsanto Chemical Co. 
(Plastics Div.) 

National Starch Products, Inc. 

O'Sullivan Rubber Corp. 

Raybestos-Manhattan, Inc. 

Rayonier, Inc. 

Reichhold Chemicals, Inc. 

Resolite Corp. 

Rohm & Haas Co. 

Synthane Corp. 

Taylor Fibre Co. 

U. S. Rubber Co. 

U.S. Stoneware Co. 

Union Carbide & Carbon Corp. 
(Bakelite Co.) 

Westinghouse Electric Corp. 
(Micarta Plastics) 


Source: Publishers Information Bureau Analysis, 1954 











" we would be at a loss 


without it" 


D. W. BUCHANAN, PURCHASING AGENT 
Medium Induction Motor Mfg. Dept. 
General Electric Co., Schenectady, N. Y. 
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Conover-Mast | 
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NO WONDER IT'S THE FAVORITE OF PLANT AS WELL AS PURCHASING EXECUTIVES 


Every day of the year, plant and purchasing execu- 


tives are switching over to C-MPD... . because they've 
compared and found C-MPD rates the blue ribbon for 
convenience . . . compactness . . . and completeness. 
They all seem to agree with D. W. Buchanan when he 
says, “This Directory is used daily in our office and we 


would be at a loss without it.” 


C-MPD gives its advertisers 53 percent more manu- 
facturing circulation than any other directory . . . with 
every copy going to an executive with proved buying 
power. For the complete story, write for a free copy of 
“How to Increase Your Sales through Industrial Di- 


rectory Advertising.” 





Consett | 


PURCHASING DIRECTORY 


Sow 


Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd ST., NEW YORK 17,N. Y. 





| 
| 
| 
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There is no formula for maintaining 
profits, he said. “It must be done by 
giving attention to every detail and 
by developing the will to do each of 
these details better next time,” he 
added. 

William K. Beard, Jr., president, 
ABP, accused business publications 
of doing “a lousy job” of showing 
how good they are for readers and 
advertisers. 


“We hear agonized shrieks about | 


general magazines making away 
with our last buck,” he said. “So 
what about them?” 

“The NIAA budget study findings, 
announced this month [IM, Feb., p. 
100] show that in 1949 industrial 
advertisers were putting 6.3% of 
their dough into general magazines. 
In 1954 the figure was 5.2%.” 

Mr. Beard observed that business 
papers, based on their 1947-49 av- 
erage, have climbed to an index of 
164, as compared with 154 for all 
advertising and 133 for general mag- 
azines. 

He declared that ABP paid circu- 
lation was 3,500,000 in 1940 and to- 
day is pushing close to 10,000,000. 
“Paid circulation is increasing at a 
faster rate than total distribution 
(that’s paid and free together),” he 
said. “Since 1940 paid is up 200%, 
while total distribution has risen 
about 140%.” 

William A. Marsteller, president 
of Marsteller, Rickard, Gebhardt 
and Reed, gave 
pointers on how 
admen can eval- 
uate edito- 
rial content of 
business publi- 
cations. He quot- 
ed an = anony- 
mous publisher 
who warned: 

1. Watch out for the “consulting 
editors” listed on the masthead. How 
many editors listed are fulltime 
employees? 

2. Ask the editor for a personal 
business biography of every edito- 
rial staff member. 

3. Find out if the editor is a mem- 
ber in good standing of the associa- 
tion in the publication’s field. 

Continued on page 50 
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Complete, Productive Coverage 


of the $15 BILLION 
Plant Operating Market... 


Industrial 
Maintenance 


AND PLANT 


THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 


By function~— 

e 36,241 are plant operating, engi- 
neering and production men 

e 15,572 are maintenance engineers 
and superintendents 

e 9,476 are purchasing agents 

e 8,827 are factory management and 
administrative personnel 

This group specifies and buys $15 billion 

worth of goodsa year, including replace- 

ment, maintenance and repair supplies, 

safety devices, and materials handling, 

sanitation and other equipment. 


EDITORIAL FORMAT 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ Ss editorial contentisdevoted 
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OPERATION 


exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful ‘‘how-to-do-it” articles with 
up-to-the-minute news on products, 
equipment and techniques. Its read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’s rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1/9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors are available. 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1954 advertising 
volume was 46% ahead of 1950, and it 
is one of the few industrial publica- 
tions to show an increase over 1953. 
This trend is continuing in 1955, 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for pulling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they’re most receptive. 


VERIFICATION 

Verified controlled circulation is an 
impressive 99.66%—again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


Industrial Maintenance 


AND PLANT 


OPERATION 


MAINTENANCE PUBLISHING CO. e PHILADELPHIA 4, PA. 
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APPLIANCE 
MANUFACTURER 


Gives‘em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 

“ . . . 16 days after publication we re- 
ceived an inquiry from a very prominent 
monvfacturer.’’ 

“ 2. , the first we had had from him.” 
“ - . , two weeks later received his first 
order!” 

“ - . . @mounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!” 


*nome on request 


APPLIANCE MANUFACTURER 
CAN GIVE YOU THE BUSINESS 


TOO, IF YOU SELL... 


v insulation 

plastics 

custom stampings 

die castings 

name plates 

heat contro! equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceramic insulation 

wire goods 

glass components 

moulded rubber goods 


i BRED RE SE ee 


as Baas 


4, a 


APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 4, ILL 


PHONE: STate 2-412] 
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4. Request a breakdown of the 
editorial content, showing how bal- 


| anced it is in the many areas of in- 
| terest to the readers you want to 


| 





| 
| 
| 
| 


| 


reach. 

5. Learn who has final authority 
on editorial content. It should be 
the editor, not the advertising sales 
manager. 

6. See how many editorial awards, 
such as those given by INDUSTRIAL 
MARKETING, the editors have won. 

George Staudt, advertising direc- 
tor, Harnischfeger Corp., Milwaukee, 
and board chairman of the National 
Industrial Advertisers Association, 
spoke at the sales clinic, describing 


how his company’s “Miti-Mite” 


| campaign (IM, Jan., 1954) “human- 
| ized” the promotion of a new truck 
| crane. 


More than 300 persons, most of 


| them sales, circulation and editorial 
personnel of ABP’s member publi- 
| cations, attended the one-day meet- 





| Tile’s cover carrying ad 


| 


ing. The luncheon speaker was Wil- 
liam C. Newberg, president, Dodge 
Div., Chrysler Corp., Detroit, who 
told how Dodge developed its 1955 
cars and how the company increased 
its advertising budget to the highest 
in any introductory period in Dodge 


ce 


ee et ee 


history. 
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"Modern Metals,’ "Western Tile’ 
match covers to their fields 

™ cHICAGO . . One business publica- 
tion has come out with a metal 
cover. Another has come out with a 
piece of ceramic tile 3/16-inch thick 
and one-inch square attached to its 
front cover. 

The metal cover appeared on the 
January issue of Modern Metals, 
Chicago. Both the front and back 
covers were of aluminum foil. The 
occasion was the selection of David 
P. Reynolds as Modern Metals’ 
“man of the year.” Mr. Reynolds is 
vice-president in charge of sales of 
Reynolds Metals Co., Louisville, 
Ky., one of the largest aluminum 
producers. 

The two-color cover carried a pic- 
ture of Mr. Reynolds. The back 
cover of the publication carried an 
ad announcing appointment of a U. 
S. distributor for Aluminum Com- 
pany of Canada. 

The piece of tile appeared in an 
ad on the front cover of Western 
Tile, Los Angeles, a new publication 
covering the floor and wall tile and 
tile accessory field in 11 western 
states. The ad announces new char- 
coal grey tile produced by the Po- 
mona Tile Mfg. Co., Los Angeles. 

The cover with the tile sample 
was on the January issue. This 
is the second within five 
months a product sample has been 


Continued on page 52 


time 











Unique Covers . . Modern Metals’ aluminum foil cover is shown at right. Western 


with tile sample attached (arrow) is at left. 









COULD YOUR COMPETITOR 
SIGN YOUR INDUSTRIAL ADVERTISEMENTS? 











You know the kind of advertisements we mean. All they say is 


that the product is dependable. . . built by skilled craftsmen . . . modern 





... rugged. .. and things like that. Above all else, ragged and dependable! 






And, every one of these statements is true of most products of its 





kind manufactured. It really wouldn’t matter whose name you put at 





the bottom of the advertisement. 
















We call these lazy advertisements. They just don’t do any work 

at all. 

Is there a product so lacking in individuality that no distinguishing 
characteristics can be found for it? That no competitive sales arguments 
can be made for it? That no unique services or advantages accrue from : 
dealing with its manufacturer or distributors? 

We've never met a product like that. Maybe that’s because we 
make it our business to find out what the engineers design into the 
product, what the shop builds into it and what the customers look 
for in it. 

That’s not a lazy procedure, so you don’t get lazy advertisements 
No competitor could sign his name to them because they’re working 
hard, solely for you. If your advertising is loafing, give us a call. 


| ussell C. Gray, Inc. 












OUR NEW ADDRESS: 155 NORTH WACKER DRIVE 
- CHICAGO 6, ILLINOIS 
| CENTRAL 6-7750 


. 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Plus Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. (~ 


New South Baker. Founded 1910. A 
welcome cid for the rapidly expanding South- 


ern baking industry. 

3. FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass and frozen packages. 





YF BAKING 














4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 


7. PULP AND ae 








Southern Pulp and Paper Man- 


ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 


8. PRINTING 
Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 








9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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part of a business publication ad. 
Aircraft-Marine Products, Harris- 
burg, Pa., ran an ad in the Novem- 
ber, 1954, issue of Electronic Design, 
which had a sample of the com- 
pany’s electrical connectors attached 
to the page (IM, Feb.). 


Get facts straight, pr man says 
. . then gets addresses mixed 
™ PHILADELPHIA .. Gray & Rogers, 


Philadelphia agency, probably will 


get more publicity than it bargained 
for out of one of its releases sent 


| to some 70 editors. 


The release was a letter and a 


| proof of an ad that said the best 


way to maintain good press rela- 
tions was to provide all the facts. 

“So,” says a follow-up letter from 
agency publicity director Franklin 
P. Jones, “Fact 1. . . “We carefully 
prepared the letters. Fact 2... We 
carefully prepared the envelopes. 
Fact 3. . . Everything went black.” 

That’s why some of the packages 
were wrongly addressed and some 
of the editors received packages 
meant for somebody else. 


"Hard selling’ American firms 


| due for better time overseas 


® CHICAGO American exporters 
who do a good promotion and selling 
job overseas stand to reap more 
benefits from their labors because 


| of a growing trend in foreign trade. 


That is the “stronger trend to 
switch from government to private 
procurement” in foreign countries, 
according to Henry G. Holle, assist- 
tant director, office of small busi- 
ness, U. S. Foreign Operations Ad- 
ministration. 

Mr. Holle told a meeting of the 


| Export Managers Club of Chicago 





that despite many difficulties this 
switch gradually is being made. 
Heretofore, he said, many export- 
ers who have put money and effort 
into foreign promotion to establish 
preference for their products or 
product lines have found that when 
the time comes to make a sale, some 
government agency puts up a con- 
tract for competitive bids and a 
company that never has been active 
overseas may get the order. 


New publication coordinates 
Worthington’s foreign selling 

® HARRISON, N. J. . . Worthington 
Corp., Harrison, has started a spe- 
cial company publication to inte- 
grate its foreign and domestic sales 
operations. 

The publication, “Worthington In- 
ternational Sales Review,” tells of 
the availability of new company 
products and new applications for 
existing products. It also reports 
big orders and explains the organi- 
zation and procedures of the com- 
pany’s export department. 

The “Review” also will help co- 
ordinate the company’s world-wide 
advertising and publicity programs 
and explain new promotional tech- 
niques. 

Worthington makes air condition- 
ing, power equipment, etc. 


U. S. Steel's promotion 
includes almost everyone 

® PITTSBURGH . . Just about every- 
one but Chou En-lai is getting in on 
U. S. Steel’s “Operation Wife-Sav- 
er.” 

At least that’s the way the com- 
pany has it planned. The “operation” 
is a campaign promoting steel kitch- 
en equipment . . cabinets, appliances, 
sinks, housewares and other prod- 
ucts. 

If the plans work right, here’s who 
will participate in the promotion: 


manufacturers of steel kitchen 
equipment, distributors of that 
equipment, banks (who finance 


home improvements), electric and 
gas companies, trade associations, 
contractors, television and radio sta- 
tions and newspapers. The TV and 
radio stations are provided with 
“open end” commercials and the 
newspapers with mats for a special 
“wife-saver” supplement. They can 
use these to get the other groups to 
run “wife-saver” ads. 

The campaign was merchandised 
to all of these groups during Febru- 
ary with advertising in American 
Banker, Building Supply News, Edi- 
tor & Publisher, Electrical Mer- 
chandising, Plumbing & Heating 
Business and Retailing Daily. A di- 
rect mail campaign supplemented 
this business paper advertising. 

The company will start plugging 
“Operation Wife-Saver” in consumer 
advertising with network TV com- 

Continued on page 56 





In the fast-moving 
metals industry, advertising 
inust pay off “yesterday’! 





-- that’s why American Metal Market has 





so much more advertising than any other 


metal-trade publication! 


Big-tonnage buying decisions are made every day in the 
vast metal-working industries. American Metal Market — 
since 1899 accepted by industry as the only authoritative 
daily source of prices, news and market trends affecting 
primary and secondary metals — is a fundamental and in- 
dispensable reference to the executives who actually buy 
metals in heavy volume. 


Advertising in American Metal Market gets ACTION! 


AMM’s advertisers know from their own day-to-day 
experience that it gets results—that it moves metal tonnage 
fast. Over 300 volume sellers of metals (93% of them 
consistent advertisers for years) place a far greater volume 
of advertising in AMM —and at lower cost —than in any 
other publication covering the metal-working industries 
(see 1954 boxscore at right). These advertisers are pro- 
ducers of, and dealers in ores, alloys, metals and metal 
products in raw, semi-finished and in all standard fabricated 
forms. 


American Metal Market gets top-executive readership! 


Advertising in AMM makes sales because it reaches 
practically every executive throughout industry who is 
responsible for buying metals in tonnage quantities at the 
right time and at the right price. AMM’s subscription list 
(all A.B.C.) includes the top executives of the industry — 
reaches and guides daily the men who initiate, specify and 


AMERICAN METAL MARKET 


18 Cliff Street, New York 38, New York 


Since 1899 The Daily Newspaper of the Steel and Metal Industries 





approve volume orders for metals of every kind and in all 
commercial forms. So vital is AMM to these executives 
that they pay $20 per subscription and renew year after 
year at an average of 86% -—a record among metals 
publications that has never been surpassed. 





ADVERTISING VOLUME IN PUBLICATIONS COVERING 
THE METAL CONSUMING AND PRODUCING INDUSTRIES 


Year 1954 (Source: Industrial Marketing) 


Pages of 
Rank Publication Advertising 
q. Oil & Gas Journal 7,535 
 & Iron Age 6,970 
a American Machinist 6,326 
4. Steel ...... 3 5,752 
S. Product Engineering 4,172 
6. I so ass 5s), ris Suh zasdaecup dunpsanbonaieseh 3,515 
de Machine Design 3,081 
8. Foundry 2,436 
9. Metal Progress 2,139 
10. Materials & Methods .. 2,114 
AMERICAN METAL MARKET .. . 8,309* 
(7 x 10” equiv.) 





*AMM in 1954 published 249,286 column inches (13 picas wide) of display 
advertising, converting to 8,309 —7 x 10’ display page equivalents using 
30 column inches (13 picas wide) per 7 x 10’ page. In addition, AMM pub- 
lished in 1954, 38,805 column inches (13 picas wide) of classified advertising. 
This amounts to another 1,293 — 7 x 10” page equivalents, or a grand total 
of 9,602 —7 x 10’ page equivalents. 


Facts and Figures on Rates, 
Readers and Results? You Bet — 
and by Return Mail! 
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The three present generating units at the Public Service Company of Colorado’s 
Arapahoe plant in Denver. Each of these units has a capacity of 44,000kw, giving 
the plant a capacity of 132,000kw. Construction, now under way, will increase this 
output to 232,000kw in 1955. 

This company is one of the largest electric utilities in the West where it serves 
more than a quarter of a million electric consumers and is the major source of 
electric energy in a 16,000 square-mile area. 

Since 1945, the Public Service Company of Colorado has spent over $100 million 
for new generating, transmission and distribution facilities. The latest addition, 
now under construction, is a 100,000-kw steam-electric plant addition at Denver. 








Very important people! 

And the mote you examine the list of key men in the Public Service 
Company of Colorado who are receiving Electric Light and Power, the 
more important they will look to you. 


These are the men who make the buying decisions in this company. 
These are the men you have to sell. If your sales story was in the last 
issue of Electric Light and Power, you reached these important key men. 


Better than that — you reached the key men in every leading electric 
power company in the nation. 

It is this kind of penetrating coverage that is helping to increase sales 
for Electric Light and Power advertisers. They get their sales story 
in front of the men who make the buying decisions on multi-million 
dollar projects. 

The electric power industry is a $4 billion market. It is a market worth 
developing because it is constantly expanding. The industry will double 
its size in the next ten years. 


Ask one of our representatives to show you how and why Electric Light 
and Power can help you increase your sales in this ever growing market. 
The Haywood Publishing Company, 22 East Huron St., Chicago 11, IIl. 


ELECTRIC 


‘Sour NB P 





OR SERIE NETS 


ELECTRIC LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 
SALES OFFICES: 


CHICAGO 11, ILL. NEW YORK 17, NEW YORK 
22 E. Huron Street 101 Park Avenue 
WHitehall 4-0868 Murray Hill 3-0256 
Walter J. Stevens J. H. Thomson 

G. E. Williams W. A. Clabault 
CLEVELAND 15, OHIO WEST COAST 

1836 Euclid Avenue McDONALD-THOMPSON 
PRospect 1-0505 San Francisco Seattle 
Orrin A, Eames Los Angeles Dallas 
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Problem 


Over 12,000 buyers find out 
—what safety and maintenance 
products to use 

—when and how to use them 
—where to buy them 

with BEST’S SAFETY & 
MAINTENANCE 
DIRECTORY! 








Through five editions, active 
buyers have turned to the 
DIRECTORY when they have 
problems to solve... want 
the answers . . . welcome your 
sales story! 


Reach them at the moment of 
buying decision through the 
forthcoming 1956-1957 edition! 
Because the DIRECTORY ... 
the only work of its kind... has 
proven itself as the unique, 
point-of-sale medium in the 
safety maintenance field... 





58% more advertisers took 
24% more display space 
* Jn the current edition. 


Plan now to put these 12,000 
extra, full-time salesmen 
to work for you, too! 


BEST’S SAFETY 
and MAINTENANCE 
DIRECTORY 


ALFRED M. Best ComMPANy, INC. 
75 Fulton Street 
New York 38, N. Y. 


Branch Offices: 


Atlanta 
Boston 
Chattanooga 
Chicago 
Cincinnati 
Dallas 

Los Angeles 
Richmond 
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mercials late in April and early in 
May. During the same period it will 
run full-color spreads in Better 
Farming, Better Homes and Gar- 
dens, Home Mo. ‘rnizing, Saturday 
Evening Post ard Small Homes 
Guide. Some 300 merchandising per- 
sonnel of those publications will 
further promote the campaign to 
groups with which they have spe- 
cial influence, through direct mail 
and personal contact. 

“The final result,” says a publicity 
release, “is that the retail advertiser 
will be urged to participate by as 
many as six different authoritative 
groups.” 

Batten, Barton, Durstine & Os- 
born, New York, is the agency 
handling the campaign. 


Advertising does what 

word of mouth can’t, AED told 
® cHIcAGoO ... Aren’t word-of-mouth 
reports about your product among 
your dealers and customers worth 
a lot more than any of this adver- 
tising? 

That question was asked by a dis- 
tributor at the 36th annual con- 
vention of the Associated Equip- 
ment Distributors, an organization 
of heavy construction equipment 
distributors. 

The distributor was J. J. Stock- 
berger of Stockberger Machines, 
Inc., Ft. Wayne, Ind. He asked the 
question from the floor during a 
panel discussion of regional con- 
struction publication advertising. 

Panelist Emery Dobbins, whose 
agency bears his name, replied: 

“Word of mouth is fine. It gets 
around fast, and it works. But a very 
substantial percentage of your buy- 
ers are moving in and out of your 
territory every year, and they do not 
hear this word of mouth. But they 
certainly get to see the regional 
construction publication, and they 
know where to go for information.” 

Another question was fired at Mr. 
Dobbins: How much does your 
agency charge the distributor for 
advertising services? Declining an 
offer by moderator R. B. Wallace, 
a distributor, to be excused from 
the question, Mr. Dobbins said: 





H. K. PORTER COMPANY, INC. 


ALCOA BUILDING, PITTSBURGH 19, Pa. 











Teaser .. Campaign in annual business 
review section of "New York Times pro- 
motes all 11 divisions of H. K. Porter Co., 
Pittsburgh. Eleven ‘‘teasers” like this one 
were spotted throughout the section. Each 
promoted a different division, each re- 
ferred to page 56. On that page, a 1,000- 
line ad showed trademarks of all 11 di- 
visions and described each division. 


“We have worked for years at 
our agency trying to cost the adver- 
tising job for the distributor. If he 
plans and places one ad at a time, 
the cost of an agency to him will be 
out of line. But for a distributor or 
dealer who plans in advance and 
runs a consistent campaign, we can 
usually do a job for $35 a page, plus 
production charges. 

“A page in a regional publication 
sometimes comes as low as $50. At 
that figure, the agency’s 15% com- 
mission is $7.50. For that the most 
we could give you is two or three 
phone calls. In this situation, an 
agency fee is essential to getting the 
job done.” 

Mr. Dobbins stressed that the 
distributor who decides to use an 
agency must brief the agency fully 
on his sales and market situation. 

“The agency must know as much 
about your problems as your dis- 
tributor salesmen,” he asserted. “It 
must know your objectives and must 
become a vital part of your organ- 
ization, to make the arrangement a 
paying proposition. 

“And give the agency time to 
learn your problems. It takes a new 
salesman a little time to catch on. 
It’s the same with an agency.” 

Gordon L. Anderson, publisher, 
Construction Bulletin, agreed that 
many distributors could be helped 
by an agency. 

“I would much rather see expert, 

Continued on page 58 





” MacRAE'S BOOK 
Produces for industrial advertisers 


In one convenient volume MacRAE’S BLUE BOOK gives the essential indus- 
trial product data that industry’s buying decision makers need. By eliminat- 
ing non-industrial matter it avoids extra-book confusion and saves look-up 
time. Busy executives appreciate it. A survey among more than 18,500 leading 
industrial plants receiving the BLUE BOOK annually brought out this fact: 


In 4 out of 5 plants receiving it, 
MacRAE’S is the most used buying guide. 


That kind of preference pays off to BLUE BOOK advertisers. That 
is why the nation’s top-ranking suppliers to industry have found 
BLUE BOOK advertising productive throughout 63 consecutive 
years, a record no other industrial directory can match. That is 
why industry depends more and more on MacRAE’S selling power. 
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MacRAE’S soox 


18 East Huron Street, Chicago 11, Illinois 
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35,000 


COPIES EVERY MONTH 


Distribution 


is HIGH 
Rates «re tow 


6-TIME RATE: $100 
12-TIME RATE: $ 90 


If you have a product which 
doesn’t justify a large advertising 
expenditure, yet should be brought 
to the attention of oil industry 
equipment buyers, OIL and GAS 
EQUIPMENT is your answer! 


Six insertions of a 1/9th unit 
costs just $600 total, and gives 
over 200,000 reader impressions. 
Twelve insertions costs $1,080 and 
gives over 400,000 reader impres- 
sions. Isn’t this the solution to 
your problem? 


Forms close 30 days prior to date 
of issue. 


Ol andGAS 


Equipment 


The Magazine of 
PETROCHANICS 





e DRILLING 

e PRODUCING 

e FIELD PROCESSING 
e@ PIPELINE 
REFINING 
PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne @ Box 1260 
Tulsa, Oklahoma 
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(m) NEWS 


begins on } 


well-done advertising in my book 
than something less than expert,” 
he said. “My publication will help 
an advertiser to prepare an ad, if 
he wishes, but we prefer to see him 
use a good agency.” 

How big should a distributor's ad 
be? 

“In our publication, we have car- 
ried successful campaigns that sel- 
dom have exceeded half-page or 
third-page ads,” he said. “Size of ad 
depends partly on the product you 
are trying to advertise. You can’t 
advertise a big crane in a quarter- 
page ad.” 

A. F. Dries, advertising manager, 
Gar Wood Industries, Wayne, Mich., 
was one participant in a panel dis- 
cussion of direct mail. He asserted 
that even the smallest industrial 
distributor cannot afford to handle 
his direct mail promotion on an 
“off-the-cuff” basis. 

Distributors must carefully “pro- 
gram” their direct mail so it will be 
coordinated with sales activities and 
so that it will go out at regular 
intervals, Mr. Dries said. 

Panelist R. W. Campbell, adver- 
tising director, Herman M. Brown 
Co., Des Moines, Ia., distributor, 
said, “60% of the success of a direct 
mail program depends on the mail- 
ing list.” He said a good list could 
be built from customer records, 
salesmen’s prospects, telephone 
books, business directories and 
through watching news items in 
business publications . . or you can 
do it the easy way and buy a list. 

“Building the list is only the start. 
It must be given continual atten- 
tion,” said panelist M. B. Jaeger, 
publicity director, Bucyrus-Erie 
Co., Milwaukee. He said good list 
maintenance is necessary because 
one study showed 23% of mer- 
chants, 29% of agents and 37% of 
advertising men changed jobs or 
companies, and hence addresses, 
each year. 

Mr. Jaeger said most companies 
verify their mail list at least once 
a year, many of them oftener. This 
verification is done by having sales- 
men check names, titles and address- 
es of mailing recipients in their 





territories, by including a_ return 
post card with mailings so that re- 
cipients can make any necessary 
corrections, by getting out a special 
mailing aimed solely at getting re- 
cipients to verify the list and by 
asking personnel managers of big 
companies to list the men who 
should receive mailings from a dis- 
tributor. 

“Don’t send a plaster contractor 
mail on excavators,” warned panel 
member M. R. Hunter, Jr., vice- 
president, Hunter Tractor & Ma- 
chinery Co., Milwaukee. If you give 
the mechanics of mailing careful 
thought, Mr. Hunter said, your di- 
rect mail will reach the man your 
salesman can’t get to. 

Distributors in the audience 
pointed out that mailings sent early 
in the week, so that they’d arrive 
during the middle of the week, got 
best response because they avoided 
the weekend glut of mail. Members 
of the audience also recommended 
avoiding end-of-the-month mailings 
because so many bills are sent out 
about that time. 

Mr. Hunter announced that a sur- 
vey by Associated Equipment Dis- 
tributors showed the mailing piece 
distributors liked most to receive 
from manufacturers was a _ self- 
mailer with a return post card. 

Ray J. Finn, president, Bode-Finn 
Co., Cincinnati, was elected interna- 
tional president of the AED during 
the five-day convention. He suc- 
ceeds George W. Gagel, president, 
Machinery & Supplies Co., Kansas 
City, Mo. « 





Cover Ad .. American Aviation, Wash- 
ington, has begun carrying ads like this 
on all front covers. Minneapolis-Honeywell 
Regulator Co. and Convair Div. of General 
Dynamics Corp. have contracted for all 
1955 covers on an alternate issue basis, 





Here’s How Municipal Purchasing Works in North Adams 


HENRY GALIPEAU is the Commissioner of Public Works in North 
Adams, Mass. (Population 21,567). He also carries the title of Water 
Works Superintendent. Whenever he needs equipment, he puts aside 
money for it in his budget, which is sent to the City Manager’s office 
for approval. The City Manager in turn has to receive an OK from the 
nine councilmen, who are the elected representatives of the people. 
“I always must be ready to justify my recommendations to the City 
Manager and Council,” says Mr. Galipeau. 


Bothered recently by the problem of autumn leaves, Mr. Galipeau 
found a solution when he saw the Good Roads leaf collector ad in THE 
AMERICAN City. He went to a neighboring town to see one in action. 
Then he recommended the purchase. 


Good Roads Machinery Corporation has been advertising in THE 
AMERICAN City for many years, to inform men like Mr. Galipeau about 
the latest in cost-cutting equipment. Are these city officials seeing your 
sales message? Your advertising dollars in THE AMERICAN City are 
a sound investment. 


American City 


470 Fourth Avenue, New York 16,N.Y. 
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PETROLEUM 


WEEK 





CIO goes oll out tor one big of union 
Phillips case solution beginning to jell 
Demand turns up again 

Can coal stop the clock?. 

How much more off from gas cycling? 
When tronian of comes back 

What's behind the ‘cat’ reforming boom 
Why gasoline may get more volatile 
ee ee ee 
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variable-speed reading 


CROSS COMMUNICATIONS 


INDUSTRY-WIDE COVERAGE 


Whét is the variable-speed technique? 
It’s P m seetienalll rt to a critical problem in the 


petroleum industry now. Oilmen are deluged with read- 
ing material. Over 50 oil publications listed in Standard 
Rate and Data alone. Company intracommunications, 
special oil “services,” and technical meeting papers add to 
the staggering pile. 

An industry-wide—and industry-deep— magazine, com- 
bining speed of reading with safety of reading, is needed 
at all levels of decision. Speed alone is not enough. The 
variable-speed technique insures the reader he will not miss 
any main ideas—nor any details which he feels necessary. 
Petroleum Week’s variable-speed technique, through 
scientific copy arrangement, gives the reader his choice 


VARIABLE-SPEED READING 
«FOR MEN WHO MATTER 


of reading speeds on every page: fo scan rapidly or to 
study—at his option. By the use of bold face and other 
display type, signals are built into articles calling attention 
to key facts complete in themselves. Following each key 
fact, details are presented in full. 

The editors, in fact, provide continuity of content at two 
separate speeds: one for rapid run-through of the key 
spots, one for deliberate study. The reader’s choice is 
exercised quickly—and with safety, in the knowledge that 
he has all the facts. He has precisely what he wants. 
Nothing more—nothing less. 

Put Petroleum Week to work for you. Publication begins 
July 8. Pilot copies are available from the McGraw-Hill 
office nearest you. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, N. Y. 


A McGRAW-HILL 
PUBLICATION 
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Chemical Materials Catalog 
and Directory of Producers is 
recognized throughout the 
chemical process industries as 
the exclusive composite catalog 
of chemicals and raw materials 
information. In the current 
edition, 119 companies provide 
up-to-date data on properties, 
specifications and applications. 
18,000 copies of the 1955-56 
CMC will be distributed to 
specifiers of chemicals and raw 
materials in over 10,000 process 
plants from coast to coast. 































Indexed four ways to make it 
easy for prospective customers 
to find out about your products, 
CMC furnishes facts fast 
through 















Firm name index 

Directory of Producers 

Use index & functional guide 
Trade name index 


Designed by process men for 
process men, CMC provides a 
necessary source of cataloged 
product information undupli- 
cated by any other volume or 
directory in existence today. 


CHEMICAL MATERIALS CATALOG 
& DIRECTORY OF PRODUCERS 
Sells Chemicals and Raw Materials 


> REINHOLD 
Publishing Corporation 
x 430 Park Avenue 


New York 22, N. Y. 






MEE sa Se 
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problems 


in Industrial Marketing 


by BOB AITCHISON 


How do you merchandise 
your advertising to salesmen? 


Admen tell methods 


By K. W. Conners 
Mor., Adv. Div. 
Leeds & 

Northrup Co. 
Philadelphia 





® IS ANY advertising executive ever 
really satisfied with the merchan- 
dising of his department’s campaigns 


| to the field sales force? I know that 


we aren't. 
In the “good old days” it was 


| feasible, from time to time, to bring 





a substantial portion of the selling 
team to the home office for a per- 
sonal preview of marketing plans. 
But now the pace is too fast — field 
time too valuable. Only with closed- 


| circuit TV could we reverse the pro- 


cedure and cover our 18 district of- 
fices simultaneously. And the cost 
would be fantastic! 

So what do we do? 

(1). To inform and equip our 
men in advance of a major campaign 
(often on a new product of broad 
scope) we may provide a personal- 
ized promotional kit. A recent kit 
included: price and _ specification 
data, confidential sales field manual 
writeup, three-dimensional product 
demonstrator, pictorial die-out, 
demonstration sheets, catalog, ad- 
vance copies of publicity releases 
and external house-organ story, 
preprint of announcement ad, copies 
of invitations to trade shows at 
which the new product would be 
presented, etc. 

Of course, such a kit is not sim- 


| ply “thrown” at our men; it is pre- 
|.sented at sales meetings convened 


| 





according to schedule by our field 
managers. Frequently “stage props” 
are supplied. A presentation outline 
may be provided. Men from the 
home office may attend with sup- 
porting data. 

(2). To keep our men posted on 
day-to-day developments, we pro- 
vide: preprints of all ads; advance 
copies of direct mail — of our ex- 
ternal house-organ; a round-up gal- 
lery of recent publicity; flashes in 
our weekly Sales Dep’t. Newsletter 
to tell of any sudden “breaks” in 
the technical or general press, or 
even (we blush to admit) modestly 
worded items reporting prospect- 
response to a campaign. 


By W. A. Scherff 
Ad Mar. 
Plymouth 
Cordage Co. 
Plymouth, Mass. 


™ THE PROPER PROMOTION of market- 
ing and advertising programs to sales 
organizations . . including distribu- 
tors, jobbers and dealers, as well as 
our own internal sales organization, 
is not just an important part of any 
well-rounded industrial advertising 
program but, to my mind, the most 
critical. Without such promotion 
space advertising and other sales 
promotion tools never rise to their 
real heights of effectiveness. 

The true dollar returns only come 
when a marketing and advertising 
program is promoted right down the 
line, starting with the management 
of your own organization through 
your own field sales organization, 
down through distributors, jobbers 
and dealers. We know this from ex- 
perience and I would much rather 
be spending $2 for each promotion 


Continued on page 64 





MANUFACTURERS OF VALVES 
USING 1954-55 CEC 


Number years 
in CEC 


19 


ering Company 
Meter Company 

nt Division, In 
alls & Bryson, In 
Iron Works, In 


verlasting Valve Con 
aiis Industries, In 
Praats 2e 5 


> Company 
rgan Co., J 


al Lead Company 
sramer 


Spenc 
Star Tank & Filter Co 
Strahman Valves, Inc 
United States Rubber Company 
United States Stoneware Co 

n Pt Equipment Corp 
Vogt Mz Henry 
Worthington C 
Yarnall-Waring C Oration 


28 TYPES OF VALVES SOLD IN CEC 


bin needle 
butterfly packless 
compressor check pinch 
control piston 
manual plug 
pneumatic quick opening 
electric reducing (pressure) 
operated regulating 
custom-lined flow rate 
diaphragm actuated 
expansion pressure and 
float temperature 
flush-bottomed safety and relief 
tank standard types 
gage glass gate 
hydraulic globe 
jacketed check, etc. 
made of corrosion- tank car 
resistant thermostatic 
materials union-check 
mixing vacuum-tight 








Throughout the process industries, you'll find fluid flow control 
problems aplenty — manual, automatic, special. And to meet the 
needs of process men who must have valve facts immediately at 
hand, you'll find Chemical Engineering Catalog always within 
reach every working day throughout the year. 


In the current edition of CEC, 68 manufacturers of valves de- 
scribe their products in detail. Included are application and 
performance data, size, design and construction features. Nearly 
500 additional companies likewise provide their catalog infor- 
mation in CEC. It is exclusive in the process industries... bound 
to sell process equipment — engineering services— materials of 
construction. 

For proof of how CEC provides inquiries that lead to sales of 
products or services such as yours, call in your Reinhold catalog 
representative today. 


REINHOLD 
PUBLISHING 
CORPORATION 


430 Park Avenue, New York 22, N. Y. 
Chicago * Cleveland 

Los Angeles * San Francisco * Seattle 
Denver * Houston 
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Improved Selling Efficiency 








Her NN Loose-Leaf Binders help 
prevent wrong answers, cut down waste 
motion in selling. All information your 
salesmen or customers need stays up 
to date and in effective sequence. Your 
salesmen make more calls and close 
more orders per 100 calls. Your selling 
expense drops — an important advan- 
tage when you consider survey results: 


Average cost of one industrial sales call: 


1942 1953 

$9.02 $17.24 
(Printers’ Ink (Established by Sales 

report, Executives’ Club of 
Feb. 20, 1953) New York) 

















Yours with be a ie hy 


NO MORE 
SALESMEN’S 

TRIP-UPS 
oe BY 





Loose-Leaf 
Binders 





Representatives 
in Principal 
Cities 













a 


Besides cutting costs per sales call, 
Heinn Loose-Leaf Binders help you 
reduce sales correspondence, eliminate 
much printing waste, and make a better 
impression on customers. Many Heinn 
customers, remembering their own ex- 
perience, would urge you to get the 
whole vital story. 








WHERE'S THAT 
#!/2°710 sneer? 







He'd find facts in 
three seconds with 
Heinn indexing. 


PROBABLE 
Please give us facts about auantity 
binders and indexes for: 
PROBABLE 
SERVICE, INSTRUCTION, Guantexe 
PROCEDURE MANUALS) WW. -. SAMPLE 
CASES abntninieniinns 
CL] SALES MANUALS pevlenahreia SALESMEN'S 
[] ae Rae 
PRICE BOOKS _............ EASEL PRES- 
NAME [| PARTS BOOKS a en ENTATIONS — -..---------s---- 
ACETATE 
TITLE ] Cepeieee ENVELOPES 
MERCHANDIS- SPECIAL SELL- 
FIRM ) , Se nereaerrene ING TOOLS siithecaesactnmisie 
slalisiabtitdaiciinineiae PROPOSAL 
ADDRESS ae nnn 
anaes oe eens [] Have your representative call, 


ORIGINATORS OF 
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THE LOOSE-LEAF SYSTEM OF CATALOGING 
Leaders in 1896... 


and Still Leaders 











problems 


begins on p. 62 


for every one that I spend on space 
and promotional helps. 

We handle this activity by re- 
gional sales meetings with our field 
sales organizations. We follow this 
up with a steady flow of material 
into the field, again to our own sales 
organization, then to our distributors 
and through our distributors to deal- 
er organizations. Our transmittal is 
by the “Plymouth News Letter.” We 
find our sales representatives keep 
these in folder form and are doing 
a good job with distributors. Orders 
from distributors for materials of- 
fered are increasing and their use 
of the material is more and more 
effective. 


by George H. Kuhnen 
Adv. Mar. 

Bodine Electric Co. 
Chicago, IIl. 





@ EVERY TIME we make a mailing or 
have a new piece of literature avail- 
able, we send out a sample along 
with an explanatory bulletin. 

A monthly general sales bulletin 
keeps the salesmen informed as to 
delivery pattern, significant delivery 
changes, sales goal for the year, 
total business received the previous 
year, sales perspective, and the 
monthly territorial sales figures for 
the present and past year for each 
representative and his goal for that 
month. 

A supply of ad reprints goes out 
to each salesman and representative 
before the ad appears in a publica- 
tion. 

Our bulletin appears in Sweet’s 
Catalog, and each representative is 
sent a list of the men in his terri- 
tory having a Sweet’s Catalog on 
his bookshelf; along with a letter 
explaining how this service can be 
used to the best advantage. 

Bodine agents receive a supply of 

ur bi-monthly external house or- 
gan, “The Bodine Motorgram,” be- 
fore it is mailed out. From time to 
time, we send each salesman a list 
of men in their territory receiving 
the “Motorgram.” % 










AUTOM| 


The APPLICATIONS Magazine 
of Systems Engineering 


If your 


see how 





AUTOMATIG CONTROL 





pulls inquiries and orders! 


A six-month tabulation of specific inquiry returns 
from readers of AUTOMATIC CONTROL 
reveals that manufacturers of just the equipment 
and components mentioned have pulled a com- 
bined total of inquiries that average better than 
3,000 per issue. And from many sources we have 
heard reports of “direct orders”... “‘many re- 
quests for additional information”’...‘‘new cus- 
tomers developed” — all resulting from product 
exposure in the pages of AUTOMATIC 
CONTROL. 


The products listed are only a fraction of those 
that are bought by the Automatic Control mar- 
ket, but the figures are typical of the magazine’s 
inquiry-producing power. 

Find out how you can join the growing list of 
companies that are developing a quantity of 
quality inquiries from this big responsive 30,000 
audience. Write, or ask your local AUTOMATIC 
CONTROL representative for all the facts. 





CONTROL 


product is here } 










3,000 inquiries per issue 


on just the following products 


Control Instruments and Basic 


Components 


temperature 
pressure 
flow 

level 

time 

speed 
portion 
weight 
color 

optics 
spectro 

pH 

variable speed 
pneumatic 
electronic 
electrical 
hydraulic 
mechanical 
servos 


synchros 

motor controls 
transducers 
automatic switches 
delay lines 
automatic gages 


panels and 
panel boards 
special 
potentiometers 
magnetic 
amplifiers 
tapes, drums and 
other memory 
storage devices 


timers, counters, 
thermostats, etc. 

variable speed 
drives 


General Components, Parts & Materials 
used in Control Equipment 


vacuum tubes 


cathode-ray tubes 
& oscilloscopes 


transistors 
photo diodes 
transformers 
motors 
capacitors 
resistors 


potentiometers 
meters 








gages 
charts 
relays 
printed circuits 
miniature 

ball bearings 
connectors 
precision gears 
materials used 


in control 
systems 


A Reinhold Publication 
430 Park Avenue, New York 22, N. Y. 


Cleveland: 


815 Superior Ave., N. E. 


Chicago: 


111 W. Washington St. 


Represented by Duncan Scott & Co. 
in San Francisco and Los Angeles 
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Design is basically an engineering function. Because 
most industries are fundamentally mechanical, process and 
product designers are therefore largely mechanical engi- 
neers. These men dominate the specification and purchase 
of equipment to be used in their products and plants. 



















In addition to the 102 mechanical engineers at M. W. 
Kellogg, over 40,000 more read MECHANICAL ENGI- 
NEERING regularly, every month. Why? Simply because 
they depend on it as their primary source for the first and 
authoritative source of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers—over 40,000 men who 
design or develop, produce, install, control and operate 
equipment. Mechanical engineers keep your sales moving — 
and MECHANICAL ENGINEERING motivates mechan- 
ical engineers. 





To 40,000 mechanical engineers, ME is their 
magazine... published by their Society, and 
edited solely to serve their needs. 


Engineers are educated to specify and buy 


Mechanical Engineering 


Published by 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th St., New York 18, N. Y. 
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‘Get an Expandable 






how ¥ 
“ue, LE & 





Pushes an Ad and an Idea. . Delta ran this business paper ad, pushing a 


Home with a DELTA. SHOP , 


oy -and Complete It Yourself” 


PROVES JACKPOT IDEA FOR QUINN HOME BUILDERS me. 














home builder's idea for selling home tools with unfinished house. Mail drive followed up. 


Power tools offered as part of price of new house 


Industrial merchandising builds excitement 
about your product among your salesmen, 
distributors and customers. But you can’t 
do it on slogans and forced enthusiasm. 
The enthusiasm can only be generated by 
genuine sales ideas fully exploited in 
every possible way. 


Here is how one industrial company took 
this kind of merchandising approach in a 
specific situation. It’s the first in a series 
of articles by the author on industrial 
merchandising and how to make it work. 





By Richard J. Brown 
Advertising Manager 
Delta Power Tool Div. 
Rockwell Mfg. Co. 
Pittsburgh 


™ ADVERTISING is only a part of in- 
dustrial selling . . but it’s a very 
vital part. 

It is, perhaps, the element that is 
seen most, criticized most, and mis- 
understood most. And this holds 


true about the “merchandising” of 
that advertising. 

“Merchandising” and “sales pro- 
motion” are frequently used in the 
same sense. In fact, the most gen- 
eral understanding of the term “sales 
promotion” is building sales by mer- 
chandising advertising . . in other 
words, wringing every last bit of 
effect out of it to get maximum sales 
results. 

Advertising has perhaps come of 
age in consumer selling. In the case 
of many consumer products adver- 
tising actually does the entire sales 
job. Factory men are sales promo- 
tion men who fight for store space, 
suggest promotional take 
dealers’ and in general 
transmit factory policies to dealer 
and distributor 


ideas, 
orders, 


accounts. 


It‘s Where You Find Buyer. . 
It’s only within the. last few years 












Industrial Marketing 


that the true force of advertising is 
beginning to be felt in industrial 
selling. It’s natural that the transi- 
tion has taken longer . . and it’s 
also natural that there is still a 
long way to go. 

The basic difference in consumer 
and industrial selling is where you 
find the prospect. In consumer sell- 
ing, you are interested in developing 
store traffic . . in bringing the cus- 
tomer into the store where a rela- 
tively untrained clerk can sell the 
merchandise. In the industrial field, 
a well-trained salesman goes to the 
customer. It may be a factory sales- 
man, or a dealer salesman — but 
the contact is made in the pros- 
pect’s plant or office. 

Since ads in both fields strive to 
get the prospect and seller together, 
the question comes: “Why can’t in- 
dustrial udveitiuinien do much the 
same type of sales promotion as do 
consumer?” The answer is: they 
can. 

Here is one merchandising ap- 
proach we took in the Delta Power 
Tool Division. When we introduced 
our new four-in-one combination 
tool, the Deltashop, one of our cus- 
tomers came up with an idea that 
we quickly exploited for all its mer- 
chandising possibilities. It happened 
like this: 


A Man Named Quinn... 
Our early ads heralded the Delta- 
shop as the man’s appliance 

something today’s do-it-yourself- 
minded male needed as a time and 
work saver. An alert builder on 
Chicago’s South Side, Harry Quinn, 
saw one of them and decided he 
could use it . . in a very unusual 
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promotion offer. 

He built a series of “expandable 
homes.” He completed the main 
floors, which included a bath and 
two bedrooms. He left the upstairs 
unfinished except for roughed in 
plumbing. 

His local newspaper ads_ said, 
‘“Buy your $21,000 dream house now 
for $17,500.” His big sales argument 
was an offer of several plans (com- 
plete with instructions and bills of 
materials) for finishing the up- 
stairs. And he included a Deltashop 
in the price of the house. 

Our local district sales manager 
sent us a routine report . . and we 
grabbed it. As soon as possible, we 
told the Quinn story to readers of 
' American Builder and Practical 
Builder in two-color spreads. We 
also talked to the editors of several 
building publications, and one of 
them went out to see Quinn to write 
up the story. 

Then, to get the story to our dis- 
tributors, we reprinted the ad and 
sent it to each distributor with a 
letter suggesting that he call on 
builders to “sell” the same idea. 

To lure the builders into coming 
to our distributors, we wrote direct 
to all builders doing over a certain 
sales volume. The mailing consisted 
of a letter, suggesting this merchan- 
dising approach and directed to the 
male buyer, a reprint of our two- 
page ad, and a reprint of the edi- 
torial article. Reply post cards, of 
course, were included . . which, in 
turn, were forwarded to the nearest 
distributor. 

Returns from the mail campaign 
show that i00 builders plan to go 
ahead with the “expandable home” 
idea, including Deltashop in the 
price of the house. 

Thus a local idea which could have 
died in a district manager’s routine 
report became an effective merchan- 
dising approach to a completely new 
source of sales. 

Things like this do happen, and 
it’s up to industrial admen to be 
alert to their merchandising possi- 
bilities and to carry it on from 


there. 





Next month .. The second article in 
this series will tell about how merchandis- 
ing can be brought into play in introduc- 
ing a new product. a 
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Questions and answers .. When distributors cut prices below what is needed for 


responsible profits and customer service, everyone can get hurt. . 


as the Business Week 


story at right points out. What are industrial manufacturers thinking and doing about it? 
To find out, IM asked 50 sales executives. Here is what they said. 


Can industrial firms 


® PRICE-CUTTING by distributors and 
dealers can . . and sometimes does 
. . create a very unhealthy situation 
for manufacturers of industrial 
products. How are they meeting this 
problem? 

INDUSTRIAL MARKETING questioned 
scores of executives of companies 
manufacturing a wide variety of 
products consumed in industry, and 
learned that price maintenance is 
often a part of the agreement en- 
tered into by distributors when they 
are franchised to represent a line. 

But opinions and practices vary 
widely. One company publishes re- 
sale prices on all its industrial 
products sold through distributors 
and hopes the distributors will con- 
form. Another company tries to 
maintain resale prices but its sales 
manager fears that price mainte- 
nance is destroying the incentive 
and initiative that some distributors 
need so badly. 

Obviously, price maintenance of 
this kind is not a problem at all 
with companies which sell direct to 
industrial users, or which use manu- 
facturers’ agents, since the latter do 
not purchase the products. They are 
billed to buyers by the manufactur- 
ers, who then compensate the sales 
agents by commissions on the goods 
sold. This is not the case with dis- 
tributors who stock and warehouse 


the manufacturer’s product, and who 
therefore own all of the goods they 
sell. 

Some manufacturers believe that 
it is wise to indicate resale prices in 
their industrial advertising, while 
others, because of more or less 
complicated list and discount pricing 
systems, do not undertake to advise 
ultimate users of their recommended 
prices. Actually, companies selling 
on a net price basis feel that this is 
a far more satisfactory way of es- 
tablishing their resale price sched- 
ules. 

While most manufacturers in the 
industrial field believe that resale 
prices should be maintained, there is 
occasionally to be found an advocate 
of price competition at the distribu- 
tor level. This type of manufacturer 
sees no great harm in a distributor 
cutting a price to get an order, even 
though this means shrinking his 
margin of profit and perhaps en- 
dangering his ability to render the 
service planned by the manufacturer 
when he established the suggested 


resale price. 


Discount on Quantity Buying. . 
On the other hand, the list price and 
discount system of some houses may 
encourage variations in quotations 
to customers. For example, it is not 
unusual for manufacturers to offer 
larger discounts for quantity pur- 











MARKETING | 









 well- 


Three Weeks That Rocked an Industry 


@ Suddenly, makers of heavy electrical equipment th 


were on a price-cutting spree. Nobody knew who started _ it all happened so fast.’ 
3 a ¢ Gouged—The specialty manufacturers 
it, but Westinghouse and GE joined battle. and, down the line, smaller producers 
of electrical equipment say they were 
@ Prices on some items dropped as much as 50%. “tally gouged” by the fast and furious 
price cutting. One Midwestern trans 
a former producer said: “It’s a sad thing 
y The industry refers to it now as the “January for hye Many contracts will 
. “ run for three years; this’ soaking up of 
White Sale.” It ended abruptly last week. business will ruin hundreds of ation 

manufacturers.” 

Any time before last month, manu- have delayed for a year placing your Westinghouse savs that most of the 
facturers and buyers of certain heavy order, he said. “. . . If you buy now, — sales made during the three-week rush 
electrical equipment—power transform- we will § give you 9% off on your or- merely represented accelerated buying 
ers, heavy switch gear, powerhouse der Salesmen claim that no really new busi- 
motors—might have laughed at the ¢ The company checked with an- ness was picked up. The buyers were 


possibility of a ‘‘price war’ or “white other top manufacturer anet the first 


——— —— = — 


We didn’t start it . . . we" 
been holding our heads we mdering by Ww 










ystomers who were going to m; 





The Industrial Field Has Price Wars, Too .. Already this year, one industrial 


field . . electrical . . 


maintenance’? 


chases by dealers and distributors. 
Thus the distributor who obtains a 
maximum discount by stocking 
larger supplies is in a position to 
shade a competitive quotation with- 
out actually reducing his margin of 
profit below that of the competitor. 
This is one reason why some manu- 
facturers believe that net prices 
should be quoted to all distributors. 

One of the best statements of 
policy on the subject of resale price 
maintenance and relations with dis- 
tributors was given by G. H. Goeh- 
rig, vice-president in charge of sales 
of Blackhawk Mfg. Co., of Milwau- 
kee, who said: 

“We publish resale prices on all 
of our equipment sold to the indus- 
trial field through industrial dis- 
tributors. 

“This is the price at which we 
hope our distributors will sell our 
products. These prices are recom- 
mended nationally, so that to that 
extent Blackhawk products are 
available at similar prices every- 
where. 

“We feel the maintenance of our 
recommended resale prices is more 
important from the standpoint of 
the distributor than the user. We 
attempt to price our products fairly, 
and provide a uniform profit margin 
to the distributor. Therefore any 
departure from our recommended 
resale prices results only in short- 


ening the distributor’s profit, and we 
do not feel that he can ably perform 
the functions required of a distribu- 
tor if he does not keep the full 
margin of profit allowed. 

“Price-cutting might only be in- 
directly harmful to the ultimate 
purchaser . . but it is directly harm- 
ful to the distributor, in that a 
continuation of such a_ practice 
means that he will be unable to per- 
form his function satisfactorily. 

“We do not show suggested prices 
in our advertising consistently, but 
do so on occasion. 

“We have used net pricing at both 
the user and distributor level for 
over 20 years, and feel that this is 
the most satisfactory method of 
pricing.” 


Higher Cost, More Service . . 
That pricing policies are getting 
considerable attention from equip- 
ment manufacturers is indicated in 
some of the comments of Mack 
Rapp, vice-president of Detecto 
Scales, Inc., Brooklyn, which manu- 
factures industrial weighing equip- 
ment. 

“We are not satisfied with our 
present pricing policy, insofar as 
list and discount schedules are con- 
cerned,” he said. “We have made 
some changes recently, but they are 
only small steps in the direction we 
are taking. 


has lopped prices. How did it start? No one’s admitting anything. 


“Our long-range aims take into 
consideration a structure which rep- 
resents a little higher initial cost to 
the user, but would eliminate extra 
costs in installation and servicing. 

“This would also allow for a better 
discount for dealers. Although this 
might indicate more room for price- 
cutting, it would actually have the 
reverse effect by encouraging deal- 
ers to strive for sales at the full 
price. 

“We very definitely attempt to 
maintain resale prices at all levels 
of distribution. I am firmly of the 
opinion that the maintenance of re- 
sale prices is extremely important, 
and by preventing destructive price 
competition among dealers and dis- 
tributors, a proper level is main- 
tained for the best interests of all 
concerned.” 


Stresses Price Maintenance . . 
Emphasis on the strict maintenance 
of resale prices was given by Ralph 
G. Fear, president of Shearcut Tool 
Co., Reseda, Cal., manufacturers of 
micro precision tools, who said 
succinctly: 

“We maintain strict price control 
on our distribution. We believe that 
the maintenance of resale prices is 
very important in our business. 

“We use a specific resale price list 
for all of our customers, and instruct 
our distributors to adhere to the 
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prices listed in our circulars.” 

Whether the discount structure is 
realistic in terms of the services 
provided by the distributor may de- 
termine the variation in resale 
prices, in the opinion of Harold A. 
Edlung, general sales manager of 
the Butler Mfg. Co., Kansas City, 
well-known in the field of industrial 
buildings. 


Depends on Product . “The 
question of resale price mainte- 
nance,” he said, “depends, we feel, 
a great deal on the product involved 
and the customers who might buy 
it. 

“Further, it seems to us that it 
will depend on the seasonal char- 
acteristics of the demand, and 
whether the discount structure is 
realistic in terms of the services 
provided by the various units in the 
distribution channel.” 

A manufacturer of hand tools 
said that it is well-known to him 
that distributors give customers 
varying discounts from list prices, 
but that the company endeavors to 
police this situation. 

“We do attempt to maintain re- 
sale prices at all levels of distribu- 
tion,” an executive of the company 
wrote. “We maintain discounts rela- 
tive to established channels. In 
other words, an industrial distribu- 
tor who does not stock our products 
is extended an accommodation dis- 
count of list less 33 1-3%. If he 
stocks the products, he would be 
entitled to 45%. Certain other prod- 
ucts carry discounts from list of 
50%. 

“We have no illusions regarding 
the discounts our distributors give 
their customers. They range all the 
way from 20% to 33 1-3% and in 
some cases to 40%. We do police 
this situation constantly in an en- 
deavor to maintain good relation- 
ships with all of our distributors.” 


Unfair Penalty .. The unfairness 
of allowing one industrial buyer a 
larger discount than another was 
mentioned by the sales manager of 
a large manufacturer of industrial 
painting equipment, who - said, 
“When prices are cut, so is the 
margin of profit. 

“If the price and discount struc- 
ture is such as to make this possible, 
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then the user who does pay the list 
price is unfairly penalized. 

“We publish resale prices and at- 
temp to maintain them. Indiscrim- 
inate pricing is demoralizing both 
to sellers and users. 

“We mention prices only occa- 
sionally in our advertising, but when 
they are, we use suggested resale 
prices.” 

Manufacturers should contact 
distributors and dealers when vari- 
ation from recommended resale 


prices occurs. That was stressed by 
E. E. Staples, executive vice-presi- 
dent of Hevi Duty Electric Co., 
Milwaukee, who said: 








industrial Controls 

















a change has recently been made 
from a list and discount system to 
net prices. In commenting on the 
reasons for this change, an execu- 
tive of the company said: 

“Recently we established our en- 
tire list to show net prices. Up to 
that time our pricing policy had 
been to show the list price and the 
current discounts which were to be 
applied upon the sale of our equip- 
ment. 

“We did not change the system 
from list to net to discourage our 
representatives from selling at a 
higher price than we recommend, 
but to simplify the salesman’s job 
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Should You Advertise Price? .. A scattering of manufacturers advertise the 
resale price in business papers, as in this Minneapolis-Honeywell ad. But their numbers 


are few. 


“We occasionally learn of prices 
other than those on the price list 
being quoted. These have been cor- 
rected when we have called the 
discrepancies to the attention of our 
dealers. 

“All dealers do not receive the 
same discounts, as quantity pur- 
chases and certain stocking benefit 


_ qualify for larger discounts. 


“The maintenance of resale prices 
is always preferred, as it helps us 
greatly to maintain our established 
discounts.” 


Switch to Net Pricing . . A lead- 
ing manufacturer of materials han- 
dling equipment selling through 
manufacturers’ agents reported that 


when asked for a price in a pros- 
pect’s office. We feel that the prices 
as now shown will also prevent 
clerical errors, which were some- 
times made by our billing depart- 
ment in the past.” 

F. J. Whelan, vice-president, 
Worthington Corp., Harrison, N. J., 
said that the established schedules 
of discounts for distributors are 
such that destructive price compe- 
tition is not experienced. However, 
the company does not attempt to 
maintain resale prices at all levels of 
distribution. The list prices it pub- 
lishes, with appropriate discounts, 
have resulted in practice in fairly 
uniform prices generally to the ul- 
timate user. 





Merchandise Your Policy . . 
It is important to merchandise sound 
profit policies to distributors, in the 
opinion of Clark Tryon, sales man- 
ager of Ramset Fasteners, Inc., of 
Cleveland. In reviewing the com- 
pany’s pricing policies, Mr. Tryon 
said: 

“Yes, we do try to maintain resale 
prices at all levels by publishing on 
our confidential price and discount 
sheet recommended resale quantity 
discounts. 

“We sell primarily through a deal- 
er organization which is serviced 
through our own district sales man- 
agers. 

“The Ramset material in the pos- 
session of the dealer in his, to do 
with what he may, but we try to 
maintain through the merchandising 
of sound profit policies a uniform, 
consistent sales price based upon 
quantity purchase. 

“A breakdown in price structure 
anywhere along the line in the chan- 
nels of distribution cannot help but 
promote destructive price competi- 
tion among competitors, from the 
manufacturer all the way down 
through the distributor and the 
dealer. 

“We are now in process of re- 
viewing our pricing policy, with the 
thought in mind of increasing our 
quantity discount brackets. Instead 
of having four divisions of quantity 
purchases, we would have seven, 
with the major increase in the lower 
and very high limits, so that instead 
of a quantity discount starting at 
20,000 fasteners, we would start at 
10,000, and instead of ending at 
100,000, it would be increased to 
150,000.” 


Spur to Initiative? . . A more 
positive view of the effects of price 
competition among distributors was 
taken by a sales manager who did 
not desire to be quoted. 

“It is my personal opinion,’ he 
said, underscoring “personal,” “that 
the maintenance of resale prices does 
prevent destructive price competi- 
tion among dealers and distributors, 
but I also feel very strongly that in 
a large percentage of cases it de- 
stroys much of the incentive, in- 
genuity and initiative that are so 
exceedingly lacking in the average 
distributor today.” ° 





How to save time, space, money 
on your customer-prospect file 


Newark’s system keeps track of just about everything 


™ HERE'S A CARD FILE that will do 
just about everything but go out 
and sell a customer . . don’t give 
any odds that it won’t do that, too. 

This file system was developed by 
Robert T. Knill, advertising man- 
ager for Newark Electric Co., Chi- 
cago electronic parts distributor.* 
He thought it up because he got 
tired of having three or four filing 
cabinets cluttering up the office. 

Now he has one complete file of 
some 250,000 cards, which combines 
inquirers, customers, customers’ 
purchase records and “masters” for 
addressing mailing pieces, catalogs 
and labels. 

The key to the system is the 
7%x3%” card itself, which has a 
series of numbers, holes and cryptic 
abbreviations around its edges. Mr. 
Knill designed the card for New- 
ark’s purposes. He says other com- 
panies with other needs could work 
up cards in other sizes or with more 
coding combinations, depending on 
the functions of the card. 

In setting up the system at New- 
ark, Mr. Knill used methods de- 
veloped by the McBee Keysort Co., 
Athens, O. McBee actually prints 
all the cards used in the system 
and holds patents on the cards and 
the method of punching and sorting. 

A punch (the kind streetcar con- 
ductors use) is used to punch 
through the edge of the card to the 
hole beside each number of abbrevi- 
ation designating a coding position. 
Then by “needling” your cards you 
can pick out any classification you 
want. 

*As this was being written, Mr. Knill 
was changing jobs. Mr. Knill now is gen- 
eral sales manager for Robertson & Ruth, 
Elmhurst, Ill., distributor of general mer- 


chandise. 


Punches Tell All . . To “needle” 
the cards, you take a slender piece 
of steel and run it through the hole 
that designates the classification you 
want in a stack of cards. You lift up, 
and the cards that are not punched 
for this classification remain sus- 
pended on the needle . . all those 
the class you want fall out. 

In Newark’s case, cards can be 
sorted out of the file according to 
year of inquiry, year or years of 
purchases made and classification of 
customer, such as industrial, institu- 
tional, governmental or dealer. 

The card punches also tell what 
publication, of those the company 
advertises.in, was the source of any 
particular inquiry. 

The code punches also indicate 
city and state for sorting of permit 
mail, and they show whether or not 
the person dealt with is an executive 
of the customer company. 

The name and address of the cus- 
tomer or inquirer are typed on the 
card, and the card is inserted into 
the. typewriter with a piece of du- 
plicator carbon backing it up. This 
makes the card itself a duplicator 
“master” for addressing envelopes 
for catalogs, mailing pieces or labels. 

By running the card through a 
standard fluid duplicator machine, 
the duplicator carbon imprint is 
transferred to a mailing piece, or 
anything else the company wants to 
mail to customers or prospects. 

The system saves time, work, ex- 
pense and space. Many companies 
have one file for inquirers and an- 
other for customers sales records, 
as well as an additional file for ad- 
dressing. And they often have spe- 
cial addressing equipment, which 
this system eliminates. 8 
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After you have read the plan and vi 
that you have never seen a campaign § 


sample mailings — we believe you will agree 
wstom-tailored for you! | 


PROMOTE NOT I ~ BUT 7 PRODUCT LINES 





Custom-Tailored .. “Pariners in Profit’ folder merchandises program to distributor, shows him how to promote seven manu- 
facturers’ lines, not just one. One manufacturer, of course, is Rust-Oleum. Letter to distributor salesmen goes in folder pocket. 


Rust-Oleum mail drive pushes 
distributors’ other products 


Unusual new program builds three-way promotion ‘partnership’ 


By Leo Anderson 


® MORE THAN 100 industrial com- 
panies are getting free promotion in 
a direct mail campaign originated 
by Rust-Oleum Corp., Evanston, III. 
And no one is happier about it than 
the Rust-Oleum people. 

They should be happy. They’ve hit 
upon an idea that really is impress- 
ing their 500 industrial distribu- 
tors, who sell the company’s line of 
rust preventives to the final user. 
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The idea gave birth to the com- 
pany’s 1955 “Partners in Profit” 
campaign, which looks like a good 
thing for everybody concerned . . 
distributors, participating companies 
and Rust-OQleum. 

Most companies that sell through 
industrial distributors try to bring 
the distributors in on their promo- 
tion through such things as direct 
mail pieces provided to the dealer 
on a cooperative program at cost 


or less than cost. 


A New Twist . . That’s what the 
Rust-Oleum campaign is . . a manu- 
facturer-developed direct mail pro- 
gram for distributors. But it has a 
new twist. Here’s the way it works. 

Rust-Oleum has lined up 106 
companies which make 112 product 
lines sold primarily through indus- 
trial distributors. These companies 
have all given Rust-Oleum permis- 
sion to promote their product lines 
in the “Partners in Profit” cam- 
paign. 

Those products include such 
things as lubrication equipment, 
power tools, spray equipment, bat- 
teries, welding equipment, fasteners, 
abrasives and hoists. They are made 
by such well known companies as 
Alemite, Black & Decker, De Vilbiss, 
Gould, Harnischfeger, Lamson & 
Sessions, Norton and Yale. Most of 
the top companies and products 





























Big Push . . Specimen mail piece promotes three “partners” . . 
distributors, manufacturers, Rustoleum. 


handled by industrial distributors 
are included. 

Naturally, the distributors have to 
sell these products, too (as well as 
Rust-Oleum), in order to stay in 
business. And that’s where this pro- 
gram has appeal. Using it, the dis- 
tributor can promote not just one, 
but seven of his product lines . . and 
Rust-Oleum pays the freight, most 
of it, anyway. 

The program consists of four mail- 
ings sent to each name on partici- 
pating distributors’ mailing lists. 
Each of these mailings pushes Rust- 
Oleum and six other product lines 
which the distributor designates and 
for which he is the factory-author- 
ized distributor. 

The first mail piece is a jumbo- 
size (134%x10%") letter, the second 
is a self-mailing broadside, which is 
followed by another jumbo-size let- 
ter. Another self mailer winds up 
the campaign. Each distributor sets 
the date that he wants his mailings 


to start; then the pieces are sent 
out at three-week intervals. 

Rust-Oleum gets a two-color il- 
lustration and most of the copy in 
all of these pieces. Each of the other 
six product lines is illustrated with 
a line drawing and described in con- 
cise promotional copy. 

For example, one of the mailings 
gives four paragraphs of copy to 
Rust-Oleum products and their ap- 
plications. But that copy also in- 
cludes this active promotion for the 
distributor himself: 

“Our sales staff is carefully 
trained and has the sincere desire 
to help you with your problems and 
needs, with skilled, efficient, inter- 
ested service at all times.” 

Here is an example of the type of 
copy promoting each of the other 
six product lines that are promoted 
in each mailing: 

“Skil portable tools Prompt 
delivery on famous Skil Saws, 
Sanders, Grinders, and Drills . . the 


quality name in tools. Fill out the 
enclosed card.” 


Leads Without Headaches . . 
A reply card is part of each mailing. 
The prospect can check squares on 
the card to get Rust-Oleum sam- 
ples, a Rust-Oleum catalog or other 
Rust-Oleum literature . . and litera- 
ture and prices on the other six 
product mentioned in the mailing 
piece. 

All the mail pieces bear the dis- 
tributor’s imprint, and the reply 
cards carry his name and address 
so that inquiries go directly to him. 
But Rust-Oleum handles all the 
headaches of the campaign . . mak- 
ing up individual sets of mail pieces 
for each distributor (so that the 
pieces include the products that 
each distributor wants to push) and 
sending out the pieces on the date 
the distributor specifies and to the 
people he specifies. 

All the distributor has to do is 
fill out an order blank telling which 
six product lines he wants to push 
and send one copy of his mailing 
list and the names and addresses of 
his salesmen to Rust-Oleum. Then 
he sits back and waits for the in- 
quiries to come in. 

The reason Rust-Oleum wants to 
know the salesmen’s names and ad- 
dresses is because the salesmen re- 
ceive four mailings that are part of 
the campaign. These mailings are 
four specially-developed letters sent 
out at the same time the salesmen’s 
customers and prospects are receiv- 
ing the other mail pieces. 

The letters merchandise the cam- 
paign to the salesmen and are ac- 
companied by samples of the mail 
pieces going to prospects. Through 
these letters the distributors’ sales- 
men become familiar with the cam- 
paign so they can take full advantage 
of it. 

Each of the salesmen’s letters also 
contains an extra promotional lift 
for Rust-Oleum, such as this one: 
“This is all part of your company’s 
program to go after more business. 
More sales on Rust-Oleum, for ex- 
ample . . a product needed by every 
one of your customers and pros- 
pects.” 

The campaign is not free to the 
distributor . . not quite. Each dis- 
tributor pays Rust-Oleum according 
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to the number of names on his mail- 
ing list. But, as the company points 
out in the kit announcing the cam- 
paign, the distributor would spend 
more in first class postage alone, if 
he were going to put out such a 
campaign himself, than he pays 
Rust-Oleum. 

The kit outlining the campaign 
to the distributors includes samples 
of all the mailing pieces and a book- 
let which lists the participating com- 
panies and their product lines. The 
distributor just goes through this 
booklet and picks the lines he wants 
to push in his mailings. If he wants 
to promote lines other than those 
listed, he can do that, too. All he 
has to do is to get a line drawing 
of the products he does want to pro- 
mote and send that in, along with 
some copy. This costs him $9 extra 
for each of the unlisted product 
lines. 


2,000% Faster Sign-Up . . Results 
of such a campaign ultimately are 
measured in sales. But in the early 
stages (and this campaign has just 
begun) its degree of success can 
only be measured in distributor re- 
action. 

What has that reaction been? 
Well, six weeks after the program 
was announced, about 50% of the 
distributors had said they would 
participate. That means the distribu- 
tors are signing up at a rate 2,000% 
faster than in previous Rust-Oleum 
mail campaigns. 

Indications are that 85 to 90% of 
the company’s distributors finally 
will participate in the program, and 
that the campaign will reach about 
200,000 persons . . a total of 800,000 
mailing pieces. 

The company’s distributors have 
shown their enthusiasm for the cam- 
paign with action, not words . . by 
the swiftness with which they’ve 
signed up. 

Verbal praise in plenty has come 
from the other manufacturers who 
are in on the campaign. Rust-Oleum 
president Robert A. Fergusson has 
received scores of letters from these 
companies, containing such com- 
ments as: “one of the most aggres- 
sive programs we have ever wit- 


nessed” .. “it should make indus- 
trial advertising history” . . “you 
should receive terrific results” .. “I 
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can kick myself for not having 
dreamed up something similar.” 

The program has had a _ band 
wagon effect, too, so far as other 
manufacturers are concerned. The 
company has received about 75 let- 
ters from companies asking to get 
in on the program. These were com- 
panies which had chosen not to par- 
ticipate, or which had not been 
asked to participate. All of them had 
been asked to get in the campaign 
by their distributors. 


Seldom has a direct mail program 
been launched with such enthusi- 
asm from all concerned. Little won- 
der that president Fergusson says: 
“All indications are that it will be 
the most successful direct mail pro- 
motion the company hag ever con- 
ducted.” 

The originator of the idea for the 
“Partners in Profit” campaign was 
Rust-Oleum’s advertising agency, 
O’Grady-Andersen-Gray, Inc., Chi- 
cago. s 


The butcher, the baker, the next-door neighbor 


All think that they know you so well; | 


Include all the resi — we still know you best 


And we think that you're pretty swell ! 
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For Men Only . . Plagued with a problem in its practice of sending birthday cards 
office forms manufacturer, was obliged to reject 


many good card ideas as too feminine or masculine. So McBee designed card for men. 


The butcher, the baker, the next-door neighbor 


All think that they know you so well; 


Include all the rest — we still know you best 


And we think that you're pretty swell! __ 
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Woman's Touch . . Another card was designed especially for women employes. 
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Do-It-Yourself Parts List . . This photocopy of intricate switch assembly goes to 


customer for his special needs. 


Photocopies are made in minute at ten cents apiece. 


Plagued by product variations? 


Photocopy method makes varied 


parts list cheaply, easily 


If every sale is an engineered job, this can help you sell 


™ HOW ARE YOU going to keep from 
spending piles of money on draw- 
ings for individual presentations if 
you have a product that comes in an 
almost infinite number of varia- 
tions? 

Meletron Corp., Los Angeles, uses 
photocopying . . and says it works 
fine. 

Meletron makes pressure-actuated 
switches . . about two dozen types 
to fit many applications. And each 
type is produced in a great number 
of variations to fit individual cus- 
tomer’s needs. 

“To prepare a new drawing for 
each new model, embodying the 


sales engineer’s recommended choice 
from among the many variables, for 
presentation to the customer for his 
approval, would be an intolerably 
expensive drafting job,” says George 
Starbird, president of the Melatron 
Corp. 

To supply the need and avoid ex- 
pense, the company uses photocopy- 
ing to make picture “parts lists.” 

To produce the blank original 
parts list, the actual parts of the 
switch including name plate, 
wires, screws, nuts, gaskets, etc. . . 
are laid out on a white background 
and photographed. 

If possible, all parts are photo- 





Quick, Easy. . Photocopies permit re- 


, 
low cost. 


production in small quantity at 


graphed at once so they'll appear 
in their proper relative size. But 
sometimes it’s necessary to use sev- 
eral photographs. 

A positive print of the photograph 
or photographs and an enlarged 
picture of the nameplate are pasted 
in position on a blank parts list 
form. The basic number for each 
part then is typed on this paste-up. 

This composite now is_ photo- 
copied, using a “Dri-Stat” printer 
made by Peerless Photo Products, 
Shoreham, N. Y. Then the sales en- 
gineer takes a positive copy of the 
composite and hand letters in the 
specifications to fit the customer’s 
needs. 

After the sales engineer has 
added the additional data and the 
engineering department has ap- 
proved it, this new original again is 
photocopied. This is the finished 
“parts list,’ which is produced in 
enough quantity to be distributed to 
the customer and to Meletron’s pur- 
chasing, production, assembly, in- 
spection and test departments. 

“The photocopies are worked up 
in a very short time, completely 
satisfy the customer, prevent confu- 
sion and completely eliminate the 
need for assembly drawings in the 
factory,” says Mr. Starbird. ® 
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Which ad 
attracted 
more readers ? 
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The Union Corrugated 
. Cootainers made for 
Sylvania Electric fash bulbs 


go through the mill” in more ways than 





one. They must survive a drop test, impact test 





and half a dozen other measures of strength and sturdiness before 
they are OK'd for delivery. That's why Union boxes deliver the goods— 


prompuy, economically aad, above all, safely 


NOON BAG & PAPER CORPORATION 


CORRUGATED CONTAINER DIVISION - Box Plonts: Sovenneh, Ga. Trenton, N. J, Chicago, Hil 


astern Divisan Sales Others 1400 b State Sr tom YON * Souther: Division Sales Offices: PO. Bes STG, Seeannsh, Ce 
Westere Division Sales Olives, 4545 Weyt Palner, Chicas + Excoutine Otiers, Weuloorth Bldg. New York 7, N. ¥ 

For More Infermation Ciette No. 130 on Inquiry Casd—Page 17 For More Intermotion Circle Ne 131 om Inquiry Card—Page 17> 
Puecnastx 
























Three Heads vs. One 


® THESE TWO aps for corrugated 
containers were both two-color 
pages with very brief copy. But one 
attracted more attention than the 
other. 

Union Bag & Paper Corp., New 
York, used one headline and a some- 
what conventional layout. Hinde & 


Dauche, Sandusky, O., used three: 


illustrations and three captions 
which actually were poster head- 
lines. Which ad attracted more read- 
ers? See page 152. 
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ATTRACT 
ATTENTION 






SUBTRACT 
SHIPPING COSTS 










COUNTERACT 
DAMAGE LOSSES 


<  HMINDE & DAUCH 


2 FACTORIES © 40 BALES OFFICES 





Write ter beahior, How fo Merchandise with Comeguied Roses 





Hinde & Dovch, Sendusby 24, Ofo 














































how to help all your salesmen produce big 


» One way is to train your salesmen to sell better. That you’ll always do. 
But it takes time. » Another is to enable them to spend more of their 
time face to face with prospects who are really interested; ideally those 
who have invited them to call. This you can do something about right now. 

«A good catalog program is the key, because those who specify and 
buy in industry almost always use catalogs to sift suppliers before calling 
in salesmen. And your catalogs can be planned specifically to induce 
more of them to call in your men. They can be piaced strategically in the 
offices of all good potential customers and kept there ready for instant use. 

s Helping manufacturers get more invitations for their men to call, 
through better catalog procedure, has been the whole business of Sweet’s 
for nearly 50 years. A helpful new booklet, ‘‘ Your catalogs—key to more 
orders,’’ is yours for the asking. Sweet’s Catalog Service, div. of F. W. 
Dodge Corp., Dept. 46, 119 W. 40 St., New York 18. Offices in all prin- 
cipal cities. ‘“The easier you make it for people to buy your products, the 
easier they are to sell.” 
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Robert S. Rice, FACTORY’s Industrial Production Editor, watches quality .control tests at Phiffp Morris, Ltd. 


.».»1TO INCREASE EDITORIAL EFFECTIVENESS 
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THERE’S ONLY ONE WAY that any publication — or editor — can 
keep up-to-date on Plant Operating problems. And that’s to spend as 
much time “in the plant” as behind the desk. 

But you can’t fool America’s hard-headed Plant Operating Group. To 
get into the plant... and to really get an understanding of plant operating 
problems. . . an editor must have ability and operating experience. 
That’s why FACTORY ’s staff includes editors who have held respon- 
sible operating positions in American industry. 

And that’s another reason why more Plant Operating Men pay to read 
FACTORY than any other industrial magazine. 
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The Plant Operating Group 


IF it’s used in the plant, you can be sure that the Plant Operating Group is most important in buying 


... TO INCREASE ADVERTISING EFFECTIVENESS 


ADVERTISING, TOO, must “get into the 
plant,” say most companies who want to sell 
the manufacturing industries. Why? Because 
the toughest job for industrial salesmen is to get 
beyond the “sales iron curtain” to contact Plant 
Operating Men. So advertising must carry a big 
share of the job of reaching the operating men 
salesmen can’t see and sell. 

Yet many industrial magazines reach only the 
men salesmen know! These magazines are no 
help at all in contacting Plant Operating buying 
influences salesmen can’t see. 

FACTORY . .. which is read by more Plant 


A McGraw-Hill Publication 


Operating Men than pay to read any other in- 
dustrial magazine . .. goes beyond the “sales iron 
curtain” to reach Operating Men not known to 
salesmen, as well as reaching the operating men 
salesmen know. 

And that’s another reason why industrial ad- 
vertisers invest more in advertising in FAC- 
TORY than in any other monthly industrial 
magazine. 
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330 West 42nd Street, New York 36, New York 
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e hd First two months show 
advertising | VOlUME 2s ininvoime 
™ A DECREASE OF 2.4% in advertising 
° ° volume was shown for the first two 
17Tl business pap ers months of 1955 by 286 publications 
reporting to INDUSTRIAL MARKETING. 
This represented a loss of 1,628 





pages. February also dropped 2.4%, 
it ‘4 a decrease of 840 pages. 
On the brighter side, class publi- 
NOTE: The following figures must not be quoted or reproduced without permission er rer Se eee 
ane hs pages) for the month, as compared 


with the previous February, and 
2.1% (109 pages) for the year to 
date. The group of 177 industrial 


February/volume 2.4% (in pages) under 1954 





























1955 1954 pagechange % change ‘ ; : 

3 publications dropped 2.5% (542 
Industrial SS : 1,449 21,991 ee oe” | allies be Mila aul 38% (1208 
Product News (1/9 page units) 3,111 3,129 oe 18 a ) for the first two months of 
Trade tf 6,252 6,366 ae = ee La 
Class 2.747 2,739 oo “ + 03 1959. Sr 
Export SP ET 874 1,048 — ae Product news publications were 
ee 34,433 35,273 —- #0 -—-24 down 0.6% (18 units) for the 


month, and 13% (82 units) for 
January and February. The 53 trade 
papers reported a decrease of 1.8% 
(114 pages) for February, and 1.7% 


Year to date/volume 2.4% (in pages) under 1954 
































1955 1954 pagechange % change 

. (212 pages) for the year to date 
Industrial ain 42,024 G26 ft“ total. Export publications were 

Product News (1/9 page units) 6,007 6,089 _ 82 — 13 - A 
Trade " 12,028 12,240 412 77 —Ss« downs 16.6% (174 pages) for the 
Class 5,300 5,191 + 109 + 211 month, and dropped 9.5% (221 
a 2.115 2,336 a1 a pages) for the first two months of 

Total 67,474 69,102 — 1,628 — 24 1955. 

February pages Pages to date February pages Pages to date 
Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
Aero Digest - beak 57 54 100 115 Cleaning & Laundry Age (11x15) 39 — 69 — 
Aeronautical Engineering Review 68 59 125 122 Coal Age 121 157 226 284 
Air Conditioning, Heating Combustion ‘ 54 65 103 120 
& Ventilating ‘ . 93 103 195 192 Commercial Car Journal 165 156 303 309 
Air Force e 55 43 95 80 Construction Bulletin 7180 178 342 349 
American Aviation (bi-w.) ; *92 88 209 154 Construction Digest (bi-w.) 161 156 324 315 
American Brewer ; 4] 53 83 103 Constructioneer (bi-w.) 1147 144 298 300 
American Builder : = 152 162 381 389 Construction Equipment 69 71 215 216 
American City 148 149 280 266 Construction Methods & Equipment 152 143 283 275 
American Dyestuff Reporter —._. 79] 87 188 160 Construction News Monthly 83 83 151 165 
American Machinist (bi-w.) 744] 483 977 986 Constructor 65 57 120 114 
American Printer : Je. 27 39 54 64 Consulting Engineer 38 36 72 71 
Analytical Chemistry 4 "$3 45 99 91 Contractors & Engineers (934x114) — 118 120 278 266 
Appliance Manufacturer eae 60 38 106 76 Dairy Record (w.) *55 56 104 107 
Architectural Forum ee 179 155 351 306 Design News (semi-mo.) ae 235 260 448 474 
Architectural Record |||254 255 464 448 Diesel Power 32 42 76 93 
Arts & Architecture ; 12 13 22 27 Diesel Progress (9x12) 30 4] 64 76 
Automotive Industries (semi-mo.) 191 232 415 497 Distribution Age —. 2 §330 §308 386 353 
Aviation Age : 163 139 301 264 Drilling 106 90 193 192 
Aviation Week 4 a 78 243 577 472 Drug & Cosmetic Industry : 108 100 198 197 
Baking Industry (bi-w.) ~ vale 213 354 354 Electric Light & Power 7150 7120 279 227 
Bedding eas 90 89 18] 178 Electrical Construction & Mntce. 7139 128 275 260 
Better Roads ees 41 30 74 55 Electrical West 9] 93 176 167 
Boxboard Containers ‘ : 59 48 114 103 Electrical World (w.) 1322 337 717 712 
Brewers’ Digest ; 46 44 128 134 Electronic Design » » 4905 71 211 123 
Brick & Clay Record : 4] 50 107 118 Electrical Engineering 79 79 147 140 
Bus Transportation 82 99 138 166 Electronic Equipment ; 56 28 108 55 
Butane-Propane News a 88 80 167 162 Electronics 309 329 597 650 
Canner (bi-w.) I|?55 51 88 101 Engineering & Mining Journal 156 162 284 308 
Ceramic Industry . 54 54 137 149 Engineering News-Record (w.) *§369 §346 647 616 
Chemical & Engineering News (w.) 1234 209 481 397 Excavating Engineer 38 37 68 61 
Chemical Engineering ia 317 338 611 651 Factory Management & Mntce. 224 245 417 496 
Chemical Engineering Progress 76 56 134 110 Finish i 85 53 159 124 
Chemical Processing 222 235 398 419 Fire Engineering 59 52 110 105 
Chemical Week Saeed i 4 | 226 465 463 Fleet Owner : 121 121 226 231 
Civil Engineering Bounties 62 49 119 111 Food Engineering -. pe oA 140 256 290 


Continued on page 82 
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is read ? 





How do you measure the effectiveness of your advertising? 
Readership Studies? Tests? Research? They’re all fine as far 






as they go, but isn’t this the question you really want answered 
—what kind of SALES ACTION does your advertising create? 


That’s the acid test of the worth of your advertising dollars. 








Just off the press is a timely and impressive report of adver- 





tising effectiveness you'll want to see... proven records of 






















the immediate sa/es action N.E.D. stimulates in 42,500 plants 


across the nation. 


It’s the most comprehensive report of its kind ever published. 
Four years’ penetrating study of N.E.D.’s sales-stimulating 
performance is factually presented on a city, county and 


nation-wide basis in terms of actual sales results. 


This new brochure verifies the value of N.E.D. to advertisers on 
the only basis that counts—SALES ACTION. Put this infor- 
A mation at your fingertips for present and future planning 


sessions. Write or phone now for a copy of “Pattern for 
over 70,000 COPIES Sales Action”. 
(Total Distribution) ~ 


210,000 READERS 
in over 42,500 PLANTS 


a A PENTON PUBLICATION 


1 Oo 


1213 West Third Street, 
Cleveland 13, Ohio 


March 1955 /81 





Industrial group 


February pages Pages to date 
1955 


1954 


1955 


1954 


Industrial group 1955 


1954 


February pages Pages to date 


1955 





1954 








a. RnR ere sh 

Pei ener a 

| SS eee 

Gas . a a ae 

Gas Age bi- w.) 

Heating, Piping & Air Conditioning 

House & Home 

Ice Cream Review _... 

Industrial & Engineering Chemistry 

Industrial Finishing (4!/2x61/2) 

Industrial Laboratories 

Industry & Power ____ 

Inland Printer _. 

Interiors 

Iron Age (w.) - 

Leather & Shoes (w.) 

Lumberman 

Machine & Tool Blue Book (4Vax6 V0) 

Machine Design $ 

Machinery 

Manufacturers Record 

Marine Engineering —.... 

Mass Transportation 

Materials & Methods _. 

Mechanical Engineering 

Mechanization - 

Metal Finishing 

Metal Progress .. 

Metal Working . 

Milk Dealer 

Milk Products Journal 

Mill & Factory 

Mining Engineering 

Mining World —__. 

Modern Machine Shop (4Y/px6Y/2) 

Modern Metals _ ; 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Bottlers’ Gazette 

National Petroleum News 

National Provisioner (w.) 

National Safety News 

Oil & Gas Journal (w.) 

Oil Forum .- 

Organic Finishing 

Pacific Builder & Engineer 

Packaging Parade (93/gx12) 

Paper Industry g 

Paper Mill News (w.) 

Paper Trade Journal (w.) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner ——_____. 

Pipe Line Industry __ iS 

Bo 2 Eee ene 

Plant een 

Plant Engineering cia  saaccieeeee 

ee 

Power ms 

Power Engineering _ Be 

Practical Builder — ~..____. 

Printing Magazine : ie eee ee 

Proceedings of the I. R. E. 

Product Engineering 

Production ° 

Production Equipment 

Products Finishing (4Y/x61/p) 

Progressive Architecture 

Purchasing : 

Purchasing News 

Quick Frozen Foods — 

Railway Age (w.) 

Railway Freight Traffic 

Railway Locomotives & Cars 

Railway Purchases & Stores 

Railway Signaling & 
Communications _. 

Railway Track & Structures 

Roads & Streets 

Rock Products 
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42 
82 
181 
90 
*69 
145 
179 
80 
91 
73 
100 
44 
64 
64 
449 
162 
102 
244 
256 
271 
19 
92 
14 
153 
14] 
*83 
76 
153 
77 
*109 
32 
186 
24 
99 
244 


145 
181 
100 
64 
136 
155 


"522 


40 
89 
187 
89 
86 
148 
155 
80 
103 
79 
99 
61 
61 
81 
565 
169 
96 
290 
303 
288 
33 
92 
18 
177 
149 
106 
78 
160 


° 
oe 


79 
40 
219 
48 
64 
285 
63 
147 
179 
128 
66 
134 
155 
62 
533 
1S 
12 
80 
86 
58 
158 
178 
217 
91 
167 


133 
132 


68 
153 
347 
175 
137 
424 
394 
149 
170 
140 
177 
105 
115 
152 
982 
233 
193 
468 
443 
495 

39 
161 

44 
305 
264 
139 
160 
287 
145 
204 

55 
386 

45 
113 
466 
142 
275 
340 
231 
126 
230 
288 
114 

1128 

32 

19 
148 
164 

95 
257 
343 
383 
166 
358 
118 
319 

79 
273 
115 
345 
143 
362 
123 
283 
544 
247 

62 
166 

257 
438 
177 
170 
317 

57 
128 
207 


71 
96 
175 
289 


72 
157 
370 
162 
158 
397 
327 
154 
203 
156 
192 
129 
115 
137 

1232 
251 
188 
586 
496 
578 
110 
175 

76 
332 
276 
177 
155 
307 
164 
189 

67 
457 

72 
124 
572 
127 
297 
328 
238 
128 
247 
309 
128 

1108 

34 

23 
168 
160 
108 
287 
335 
392 
175 
364 
337 

84 
275 
118 
405 
166 
337 
115 
290 
609 
295 

56 
169 

261 
455 
175 
218 
354 

55 
131 
235 


77 
103 
163 
286 


SAE Journal*® 191 
Southern Lumber Journal . 59 
Southern Power & Industry 73 
Steel (w.) s 7410 
Telephone Engineer (semi-mo.) 111 
Telephony 140 
Textile Industries 153 
Textile World 166 
Timberman 90 
Tool Engineer 177 
Tooling & Production 143 
Traffic World (w.) "131 
Utilization __ 138 
Wastes Engineering 23 
Water & Sewage Works 53 
Water Works Engineering 54 
Welding Engineer 56 
Western Canner & Packer 35 
Western Construction 66 
Western Industry 58 
Western Machinery & Steel World 148 
Western Metals 8] 
Wood Worker 43 
Woodworking Digest (4!/2x61/2) 123 
World Oil $293 
World Petroleum (9x12) 59 

Total 21,449 


February pages Pages to date 


Product News group 1955 


128 
64 
103 
449 
112 
139 
135 
181 
92 
190 
130 
134 
48 
20 
68 
47 
60 
38 
72 
63 
124 
69 
48 
150 
$306 
57 


21,991 


1954 


263 
118 
129 
963 
204 
281 
259 
311 
245 
339 
249 
245 

60 

40 
106 
105 
114 

62 
176 
124 
233 
129 

84 
240 
448 
116 


42,024 43,246 


1955 





























221 
128 
174 
985 
210 
287 
259 
345 
251 
344 ~ 
233 
267 
79 
40 
126 
98 
106 
71 
163 
144 
263 
128 
97 
268 
476 
121 


1954 





Volume figures for product news information publications are 
reported in 1/9 page units (approx. 314x43;,"’) 


7x10" pages. 


Electrical Equipment 172 
360 


Contractors’ 
Electrical Equipment 
Heating & Plumbing 
Equipment News 126 
Industrial Equipment News 740 
Industrial Maintenance & 
Plant Operation 174 


New Equipment Digest 728 
Plastics World 270 
Product Design & Development 348 
Transportation Supply News 193 

Total 3,111 


February pages Pages to date 


144 
332 


119 
796 


181 
770 
265 
382 
140 


3,129 


. not in standard 


344 
680 


227 
1449 


423 
1319 
574 
644 
347 


6,007 


















308 
644 


251 
1551 


426 
1436 
523 
710 
240 


6,089 





Trade group 1955 1954 1955 1954 
Air Conditioning & Refrigeration 

News (w.) (111/2x16) *S5 53 123 105 
American Artisan 107 94 288 292 
American Druggist (bi-w.) 120 137 230 244 
American Lumberman & Building 

Products Merchandiser (bi-w.) 175 165 337 324 
Boot & Shoe Recorder (semi-mo.) 151 199 282 346 
Building Supply News 426 415 585 565 
Chain Store Age.. 

Administration Edition Combina- 

tions 30 62 61 
Druggist Editions 94 166 204 
General Merchandise— 
Variety Store Editions 127 131 250 262 

Grocery Editions . 2 114 230 207 
Department Store Economist 94 96 184 189 
Domestic Engineering . 153 157 306 306 
Electrical Dealer | ee 78 120 158 ° 
Electrical Merchandising (9x12) 187 199 451 453 
Electrical Wholesaling *90 85 190 176 
Farm Implement News (semi-mo.) 7138 138 262 257 
Florists’ Review (w.) 1376 405 733 769 at 
Fueloil & Oil Heat 94 100 240 211 | 
Gas Heat 43 47 104 84 
Geyer’s Topics 5 76 71 153 135 
Glass Digest Se aero 60 56 117 102 


Continued on page 84 
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How many brands 
does a Civil Engineer carry ? 


In a recent survey, 75 civil engineering 


eeoneeeveveveeeeeeeeeeeeeeeeeeeeeee ee eee eee 


executives of general contracting firms - . 
listed the brands of construction equip- ° Number of Brands Mentioned by 75 Civil Engineers . 
ment they preferred. The questionnaire . in Survey of Equipment Preference : 
neither coached nor coaxed. In the box on ° Equipment Number Brands eauipment Number Brends ¢ 
the right we have shown the type of ° Shovels ......... sasibehdacsasaasteanss aa COMPMIII Be isicesccncscleclicesese ° 
equipment and the number of brands ee es 12 ORR ce ee 
mentioned. It indicates that Civil Engi- ns en 
neers find it necessary to carry many e BET Aelsiiesschs ionsivapsonoriaarcnastenigne : Aggregate Plants .. : mA ° 
brands in mind. This is another reason > Flevating Graders... 4 = Vibrators 
why you'll want to reach and sell the 0]! eS 4 OS DEER °* 
38,000 Civil Engineers who monthly read iia esate 6 a cian Oe F 
CIVIL ENGINEERING. It’s your best e —— Ldestatskaschlnsbasdaal ; ote mtg 2 i eel apckacwoustacicnde Pe ? 
buy for selling the engineered construc- ° Tractor WQS accccenceneenne 3 nate Generators zs seas 12 e 
tion markets. . ; 

rs @eeeeeeenseeeeneeneesesee @eeeeeeeeeeeeseeneeeee 


ENGINEERS ARE EDUCATED TO SPECIFY AND BUY 





AMERICAN 
CIVIL ENGINEERING en 
CiviL 

ENGINEERS 

The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 WEST 39TH STREET, NEW YORK 18, NEW YORK 
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February pages Pages to date 











Trade group 1955 1954 1955 1954 
Hardware Ace (bi-w.) —.. .- ____ <a 386 675 728 
Hardware Retailer —..-_.__. ~___ 211 221 417 404 
Hatchery & Feed —._____. 45 46 102 108 
Heating-Air Conditioning- Sheet Metal 

Contractor — a 58 61 157 157 
Hosiery & Underwear ‘Review pS 64 60 149 159 
Hosiery Industry Weekly - Dicade 62 105 114 
Implement & Tractor (bi-w.) - pee ateat, 155 163 283 317 
Industrial Distribution 0.0.04. 23 201 195 356 389 
Jewelers’ Circular-Keystone _....._... __ 178 170 278 274 
Journal of Plumbing-Heating-Air 

Conditioning Contractors —______. 65 78 119 139 
Lingerie Merchandising — 32 26 93 96 
EE ECO 19 26 4] 40 
Motor aw USS Seas ae 119 116 225 216 
Motor Age ieciutceitens |< ee 83 223 202 
Motor Service (43/4x63/) « 131 116 231 216 
NJ (National Jeweler) (SYax7%) - Bee 126 127 229 236 
Office Appliances > 1 $308 )§= §277 444 425 
Photographic Trade News mee ; 59 76 122 146 
Plumbing & Heating Business —__. 91 106 163 194 
Plumbing & Heating Journal —.— ad 65 78 119 139 
Piumbing - Heating-Air Conditioning 

Wholesaler _— ees 36 4} 74 82 
Progressive Grocer (al awa) ~ we 119 244 222 
Southern Automotive Journal... __—-: 100 79 174 164 
Southern Building Supplies ieee 56 49 91 95 
Southern Hardware - ; NT 89 118 159 208 
Sporting Goods Dealer - pio « we 179 493 474 
Sports Age Meee. a4 60 68 120 154 
Super Market Merchandising etd ae 120 112 215 196 
Variety Store Merchandiser ne ae 85 96 157 160 
Western Farm Equipment Be 43 56 83 93 
Wood Construction & Building 

Materialist ee 42 41 122 123 

Total , _ 6,252 6,366 12,028 12,240 


February pages Pages to date 





Class group 1955 1954 1955 1954 
Advertising Age (w.) (1034x14) _.... 7207 249 482 429 
Advertising Requirements __. ‘ 42 30 89 61 
American Funeral Director ; 760 71 94 109 
American Motel P i 62 60 99 101 
American Restaurant : 81 90 153 157 
Banking poary 3/16) 81 83 155 143 
Billboard (w.) (1034x1534) _— . 2 199 417 404 
Chain Siore — -— 

Fountain Restaurant Combinations 24 20 49 38 
Cleaning Laundry World ; 87 63 139 133 
Dental Survey es 94 89 189 190 
Fountain & Fast Food aa: 54 44 85 85 
Hospital Management ot 51 58 105 120 
Hote] Monthly sn 26 46 58 83 
Industrial Marketing Ms 93 86 182 187 
— of the American 

Medical Association (w.) : eau 323 696 679 








February pages Pages to date 





Class group 1955 1954 1955 1954 
Medical Economics (414x63/) 168 184 361 383 
Modern Beauty Shop -_... ° 78 77 146 142 
Modern Hospital - -A%S 160 314 301 
Modern Medicine (semi-mo.) 

(41/4 x63/4) it actin a a 275 599 528 
Nation's Schools - .- ae 148 238 241 
Oral Hygiene (45/16 x 7 3/16) 118 112 209 210 
Scholastic Coach .- ? ; 33 32 72 68 
School Executive — 

Schocl Equipment News _ 5 eee 121 231 219 
What’s New in Home Economics —. 84 119 138 180 

Total ee - 2747 2.738. 3.3000 3,191 


February pages Pages to date 





Export group 1955 1954 1955 1954 
American Automobile 

(overseas edition) ; 49 98 9] 146 
American Exporter (2 editions) oa 82 111 366 433 
American Exporter Industrial 

(2 editions) 78 100 302 344 
Automotive World (3 editions) ; 62 76 167 160 
Automovil Americano he ‘ 6] 119 108 179 
Caminos y Construccion Pesada : 28 26 48 51 
Farmaceutico nee eee " 25 29 79 83 
Hacienda (2 editions) eebesia 77 76 217 171 
El Hospital — SEN 12 18 25 34 
Implementos y Tractores = : 32 29 58 Sl 
Ingenieria Internacional 

Construccion , 47 52 89 100 
Ingenieria Internacional Industria — 56 67 99 117 
McGraw-Hill Digest mt 22 26 34 40 
Petroleo Interamericano tas 4] 49 88 100 
Pharmacy International — 17 18 46 47 
Revista Aerea Latinamericana —. 15 13 28 23 
Revista Industrial — AE ! 18 17 26 28 
Revista Retetia 2 §50 4 53 8 
Spanish Oral Hygiene 

(45/16 x 7 3/16) ee 2 31 31 58 65 
Textiles Panamericanos adi = 37 48 70 83 
World Mining -. , one 34 4] 63 73 

Total ; 874 1,048 2,115 2,336 


The above figures include classified and display advertising. 
Unless otherwise noted, all publications are monthlies and have 
standard 7x10 inch advertising page. 

SIncludes special issue 

Estimated 

"Two issues 

®*Three issues 

‘Four issues 

"Five issues 

®SAE Journal . . included for the first time this month. 

||[Does not include advertising in special Western section 





Media chances. . 


Reinhold Publishing Corp. .. New York, 
has made the following appointments in 
their catalog division: Raymond B. 
Mooney, formerly with the American 
Paint Journal, will be the Detroit represent- 
ative, and Laurence O. Roberts, formerly 
with Ciba Pharmaceutical Products, has 


been named Chicago representative. 


McGraw-Hill Publishing Co. . . New York, 
has announced the following personnel 
for Petroleum Week, their new weekly 
publication which will start in July: Her- 
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bert A. Yocom, former editor of National John Knox Shear .. former head of the 
Petroleum News, has been named editor, Department of Architecture, Carnegie In- 


and Ervin E. DeGratt, 
director of advertising and assistant vice- 


president for McGraw-Hill 


stitute of Technology, Pittsburgh, has been 
named editor-in-chief for Architectural 


Record, New York. 


former assistant 


, has been ap- 


pointed advertising sales manager. Frank 


Breese will succeed Mr 
of National 
Barton, 


place Mr. 


National Petroleum News. 


William W. Andrews .. 


ormer 


Petroleum News, and John 


Breese as managing editor of 


division manager, 


York. 


news editor, NPN, will re- 


Canadian Farm Chemicals . . is the title 
of a new monthly publication published 
by Ware Bros. Co., Philadelphia. The pub- 
lication will have a free, controlled circu- 
lation of over 2,000 and will be limited to 


. Yocom as editor 


members of the Canadian pesticide and 
fertilizer industries. Ware Bros. Co. also 


has been named publishes Farm Chemicals, Farm Chemi- 
Diesel Progress, New cals Handbook and County Agent & Vo-Ag 
Teacher. = 


) 
« 












‘bent on buying’ 


Buying impulses fall into a-nebulous category . . . 
difficult to determine . . . and even more difficult 
to govern and influence. But when case studies 
reveal that MACHINE and TOOL BLUE BOOK is 
often the determining factor with metalworking _ 
production executives with authority to buy — 


... that’s important. We think it’s important 


enough for you to investigate further . . . 
to objectively see how MACHINE and 
TOOL BLUE BOOK can be of ‘sales- 


service’ to you. Why not discover these 


tremendously important facts today? 


CHECK THESE ADVANTAGES 
BEFORE YOU SELECT ANY 
PUBLICATION GOING TO THE 
METALWORKING INDUSTRY 


MACHINE and TOOL BLUE BOOK 


Over 40,000 Copies a Month 
Circulation Verified by Western Union 
Audited by B.P.A. ; 

Readers Indexed on IBM Cards Under 
SIC System 

BLUE BOOK Now ‘'Starched’'— 

an Ideal Copy Testing. Laboratory 
Square Back, Sewed Binding— 
Pocket Size ~ 

Direct Mail Facilities 








MACHINE and TOOL BLUE BOOK 
front covers in 1955 will feature 
outstanding industry leaders .. . 
plus articles based on interviews. 


A HITCHCOCK PUBLICATION 


WHEATON, ILLINOIS 





The Bomb .. Underwater atomic blast at Bikini atoll shows immense power of the 


atom, now turning to peaceful uses by American industry. 


Under a deadly umbrella. . 


a new industry is born 


New atomic law to bring new power equipment, changed markets 


By John W. Landis Atomic Energy Div., Babcock & Wilcox Co., New York 


The Atomic Energy Act of 1954, now made 
into law by the 83rd Congress, reduces 
govermmental monopoly and gives pri- 
vate industry a larger role in the de- 
velopment of atomic energy for industrial 
use. Many companies have assigned ex- 
ecutives or have established special de- 
partments fo study and work on industrial 
applications of this completely new source 
of power. 


Here is a report, from one of industry's 
specialists in industrial atomic energy, on 
the uses to which it will be put and the 
timetable of its development. Many mar- 
keis obviously will be affected. 
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™ A CLEAR-CUT challenge has been 
laid on industry’s doorstep. 

The Atomic Energy Commission 
has stressed for years the need for 
bringing industry into the nuclear 
power picture. Sterling Cole, chair- 
man of the joint congressional com- 
mittee on atomic energy, has warned 
frankly that “American industry 
now has the responsibility of dem- 
onstrating that it is ready, willing 
and able to take on its fair share of 
the load in helping our nation 
achieve practical atomic power.” 

President Eisenhower has called 


for U. S. firms to take the lead in 
demonstrating that free economies 
can develop atomic resources better 
than controlled economies. Foreign 
advances have made faster progress 
on our part imperative if we are to 
hold our lead in nuclear technology. 
Political differences here at home 
have spotlighted these pronounce- 
ments. 

It will be difficult for private in- 
dustry to escape some of the blame 
if the United States begins to lag 
behind other countries in peaceful 
uses of the atom. 


Pour Resources into Research. . 
What must be done to meet this 
challenge? Industry must begin to 
build and operate reactors as soon 
as the AEC implements the new 


Atom and Oil . . Radioactive tracer 
material helps keep accurate control of 
oil in pipelines. Here a Geiger counter 
indicates arrival of new stock at refinery 
terminal. Valve is turned to send new 
stock to its proper tank. 


law. (The AEC’s job of interpret- 
ing the law, incidentally, is one of 
considerable proportions and prob- 
ably will require several months.) 

The Babcock & Wilcox Co., like 
many others, is devoting a signifi- 
cant portion of its facilities and re- 
sources to atomic energy work. Our 
particular interest is nuclear power. 
During the past year and a half we 
have increased our nuclear power 
activities several fold. We propose 
to expand at an even greater pace 
in 1955. 

We are engaging in this consid- 





erable effort because we believe 
that the new atomic energy act, 
despite its patent defects and ad- 
ministrative cumbersomeness, is a 
long step in the right direction, and 
that if industry produces results, 
more of the atomic energy realm 
will be returned to the free enter- 
prise system by future legislative 
action. 

We realize that over-riding con- 
siderations of national safety and 
security limit the speed with which 
this transition can be made, but we 
look forward with confidence to 
completion of the transfer of re- 
sponsibility for nuclear power de- 
velopment to industry within the 
next few years. 

Despite the prodigious efforts al- 
ready put into the technical aspects 


will not be sharp. The over-all de- 
mand for power is increasing so 
fast that coal and the fluid hydro- 
carbons will probably be consumed 
in greater and greater quantities for 
the rest of this century. Add to this 
the fast-multiplying chemical uses 
for the fossil fuels and you come 
out with the irrefutable conclusion 
that a coal mine or an oil well is 
still a good investment. 

The most optimistic nuclear power 
advocates do not foresee more than 
20% of the total electric energy for 
the nation coming from nuclear 
fuels before 1975. The limiting fac- 
tor may be the speed with which 
the utility companies can gain prac- 
tical operating experience. It is im- 
possible to fully evaluate a new- 
type power plant until long-term 





Atom and Electricity . . Artist's drawing shows what the nation’s first central 
station nuclear power plant will look like. Plant, to be built at Shippingport, Pa., will 
produce 60,000 watts of electricity, enough to light a medium-size city. 


of nuclear power by both govern- 
ment and industry, the view ahead 
is by no means clear. A haze of 
unsolved development problems 
permits only a fuzzy estimate of the 
cost scale on the horizon. My com- 
pany anticipates a long, arduous 
and expensive apprenticeship. Com- 
petition will be strong and the unit 
return per man-hour expended will 
be small. We carry on because we 
begin to perceive through the mist 
of uncertainty the magnitude of the 
goal we are shooting for. 

The transition to nuclear power 


‘ 
\ 


operating and maintenance costs 
have been obtained. 

Even 10% of the projected total 
installed capacity of 210,000,000 kilo- 
watts for 1975, however, is a re- 
spectable objective for the equip- 
ment manufacturers: 140 plants 
with 150,000 kilowatts average ca- 
pacity. 

Combined with the other poten- 
tial uses for nuclear power, this ob- 
jective is attractive enough to keep 
us struggling up-grade for some 
time. Whether it is incommensurate 
with the staggering risks involved 





remains to be seen. 


Ten New Uses . . Some of the uses 
which we envisage for nuclear pow- 
er equipment are in the following: 

1. Ship propulsion. 

2. Central station electric power 
plants. 

3. Industrial heat and process ap- 
plications. 

4. Conversion of sea water to 
fresh water. 

5. Aircraft propulsion. 

6. Large central heating plants. 

7. Production of fissionable and 
fusionable materials. 

8. Package power plants for re- 
mote or unusual locations. 

9. Large scale catalysis of chem- 
ical reactions. 

10. Production of radioisotopes. 





Atom and Auto . . Automotive test 
engine has radioactive piston ring that 
measures engine wear with extreme ac 
curacy. 


All of these uses and many others 
(some now unknown) should be 
stimulated by the competition which 
will result from the new law. 

The passage of the new law has 
not automatically dispelled the fog- 
bank of development work that re- 
mains to be done to make nuclear 
power useful to the man in the 
street. What it has accomplished is 
to broaden and add more incentive 
to the attempt to pierce the mist. 
Now there is less danger that no 
navigable channel to this “New 
World” will be found. But the prob- 
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Atomic power .. a new industry . . begins on p. 86 


ing and searching still have to be 
carried out. 


Advance While Serving . . 
Equipment for the conventional 
power industry has been developed 
and perfected by the method of 
“advance while you serve” for many 
years. Pioneering utilities and in- 
dustrial companies are putting mil- 
lions of dollars into new-type boilers 
even today .. after the efficiency of 
conversion of coal to electricity has 
reduced the ratio from 50 Ibs. 
per kwh to less than 1 Ib. per kwh. 
An extrapolation of this approach 
is vital to fast progress in the early 
phases of the nuclear power busi- 
ness. 

The Babcock & Wilcox Co. is pre- 
pared to cooperate with companies 
interested in building and operating 
nuclear facilities. We believe that 
within the next year we shall be 
prepared to quote firm prices on 
reactors of several types. 

The present situation calls for a 
combination of development and 
construction incentives. The “share 
the expense” plan proposed by Dr. 
Lawrence Hafstad, AEC’s director 
of reactor development, looks like a 
good answer. 

(Dr. Hafstad has proposed that 
because nuclear power plants cost 
more than conventional power 
plants, the government should foot 
part of the bills for building nuclear 
plants. Under his proposal, any 
utility company building an atomic 
power plant would put up enough 
money to build a conventional plant 
of the same capacity, and the gov- 
ernment would provide enough 
money to make up the difference 
between atomic and conventional 
power plait construction.) 


Good Future, Far and Near. . 
Although the present abnormally 
complicated government controls 
impose high overhead costs on nu- 
clear plants, an investment in a re- 
actor selected under this plan should 
yield a reasonable return, and nu- 
clear power would seem to be a 
worthwhile venture in the immedi- 
ate future. 

The long-range picture, however, 
which is and should be devoid of 
government money, is dependent 
largely upon the ability of the equip- 
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ment manufacturers to cut capital 
costs approximately: in half. 


A Prediction . . [ shall stick my 
neck out and predict that within the 
next 30 months, approximately 20 
research and/or package power re- 
actor projects will be initiated in the 
United States, and if the necessary 
international agreements can be 
reached, at least that many with 
U. S.-made equipment in foreign 
countries. 


My conclusion is that although 
there are numerous difficult legal 
and technical problems facing com- 
petitive nuclear power, many prom- 
ising avenues of approach are being 
investigated and the peoples of the 
world have every right to be op- 
timistic about the outcome. The 
equipment manufacturers can and 
will do their bit by carrying on vig- 
orous development programs. 

However slow or fast progress 
may be, the long-range goal is 
sufficiently important to warrant 
continued large-scale efforts. » 





A great new market . . 


Capital goods takes to the atom 


Study shows 10% of companies making atomic energy equipment 


= “THE PARAMOUNT FACT in atomic 
energy development is the increas- 
ing rate of industrial participation.” 

That’s a pronouncement of the 
Council for Technological Advance- 
ment, Chicago, whose recent sur- 
vey of selected companies in the 
capital goods field showed: 

1.10% of the responding com- 
panies now are designing and man- 
ufacturing atomic energy equipment 
for commercial and industrial use. 

2. 10% now hold prime contracts 
with the Atomic Energy Commis- 
sion. 

3. 22% hold subcontracts 
AEC prime contractors. 

4. 8% now are using radioisotopes 
in industrial applications. 

The council also traced private 
industry’s part in atomic energy de- 
velopment in these fields: 


with 


Raw Materials . . As recently as 
1948 there was practically no do- 
mestic uranium prospecting or min- 
ing. Today, in response to market 
conditions providing adequate profit 
incentives, private enterprise has 


undertaken exploration and produc- 
tion of uranium with such success 
that the U.S. has become one of the 
world’s leading producers. 


Instruments . . The designing, de- 
velopment, production and sale of 
radiation instruments and _ special 
machines to users of atomic energy 
is a new industry. Virtually non- 
existent in 1946, it now has an an- 
nual sales volume of $35,000,000 and 
employs more than 2,800 persons in 
some 90 companies. 


Radioisotopes .. At least ten 
commercial companies are process- 
ing and distributing radioactive 
compounds and materials for spe- 
cialized industrial uses. 


Equipment . . Various companies 
have set up separate atomic energy 
divisions, groups or departments 
which, in addition to handling work 
under contract to the AEC, have de- 
veloped new machinery and equip- 
ment, reactors and other nuclear 
power components for the prospec- 
tive nuclear power business. = 





MARKET DATA ON THE 
OIL REFINING INDUSTRY 























Familiar, everyday items like gasoline, kerosene, 
ethane, butane and naphtha are the end products of 
modern refinery processes. Crude oil, boiled in a 
still, is vaporized, passed through condensing pipes, 
and the various fractions are delivered to the nu- 
merous process units which make up the refinery 
manufacturing plant. 


WHAT IS A REFINING PROCESS? 


A process is a blueprint for an operation . . . the 
starting point, the plan for action, in all refining, 
petrochemical and natural gasoline operations. These 
operations include distillation, cracking, isomeriza- 
tion, alkylation, polymerization, extraction . . . each 
with individual process peculiarities. Constant modi- 
fications are taking place and new processes are 
being introduced. Only by diligent exchange of 
information through technical industry publications 
can refining men familiarize themselves with latest 
process information. 


SCOPE OF THE MARKET 

Growth, History. Mushrooming post-war expan- 
sion of the oil refining industry has been one of the 
most amazing stories in our industrial history. U. S. 
crude runs to stills (an accurate index) have 
increased almost 50% in the last nine years, now 
averaging 7,000,000 barrels daily. About half of all 
organic chemicals made in the U. S. today are based 
on petroleum. There’s no letup in the progress being 
made with petrochemicals, the booming offspring of 
the refining industry. Technical and engineering 
science are utilized to the highest degree, as Ameri- 
can inventive genius discovers new by-products and 
creates new markets for them. 

Location. Distribution of U. S. refining capacity 
by areas: (1) Texas-Louisiana Gulf Coast, 31.1%; 
(2) Middle West, 18.2%; (3) Atlantic Seaboard, 
\179% (4) West Coast, 15.5%; (5) Mid-Continent 
Area, 13.7%; (6) Rocky Mountain Area, 3.6%. 
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FREE.. 


Ask for your personal copy of PETROLEUM REFINER’s Kefining 
Industry Buying Practices today, on your company letterhead. 
Copies are limited, so send your request immediately to any 

of the Gulf offices listed below. 





FIRST Choice of Orlmen.... 


GULF PUBLISHING COMPANY 








Principal foreign oil refining areas are Canada, 
South America. Europe, Middle East, Far East, Africa 
and Australia. 


EQUIPMENT USED 


Hundreds of kinds of equipment and supplies are 
needed in refinery operations. Because of 24-hour 
operation, high temperatures, pressures and corro- 
sion, equipment is constantly wearing out. Con- 
tinuous replacement and maintenance is necessary. 
New equipment is always being bought as extra 
process units are added, or as old ones are being 
expanded. Here’s a partial list of key equipment 
classifications: 

Boilers 
Buildings 
Compressors Insulation 

Concrete Maintenance Equipment 
Condensers Piping 

Coolers Pumps 

Drums Reaction Equipment 
Electrical Equipment Special Equipment 
Fittings Structural Steel 
Foundations Tanks 

Furnaces Tools, All Kinds 
Heaters Towers 

Heat Exchangers Valves 


ANNUAL EXPENDITURES 

The Refining-Petrochemical-Natural Gasoline In- 
dustry represents a $1 billion annual market. More 
than $700,000 per day is spent for replacement and 
maintenance alone. Average yearly expenditures on 
pumps are $46 million; on insulation $34 million; 
on piping and fittings, $133 million; and so on. 


Instruments and Control 
Apparatus 


SALES APPROACH TO THIS MARKET 

In a typical refinery, 34 or more men have buying 
influence. Reaching these men (beyond the barred 
gates and armed guards) requires considerable pre- 
selling. Learn how to do this most efficiently and 
economically by writing for the Petroleum Refiner 
1955 Data Book, an extensive study of the buying 
influences made among Petroleum Refiner’s 15,000 
paid subscribers in the Refining, Natural Gasoline 
and Petrochemical Industries. 


NATURAL GASOLINE. 
PETROCHEMICAL INDUSTRY 


eectalized PEROLEUM Sitlications 


e Houston (6), 3301 Buffalo Drive, LY nchburg 4301 
e New York (17), 250 Park Avenue, El Dorado 5-4012 


e Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
e Cleveland (15), 1010 Euclid Ave., Main 1-2550 


e Tulsa (3), Hunt Building, 3-1844 


e Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 
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the 
whole 
expanding 
market 


This is the market of 
electrically ela 
products Pn) oP 


different types of machines, 
appliances; instruments and 
equipment used in eight fields— 
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Power generation /¢ | Manufacturing 
and distribution f§ and processing 


The big market news is this: The U.S. has topped 
ten billion kilowatts a week in power production ... 
and authorities say we’ll double that in a decade. 
Think what it will take in new machines, appli- 


ances and equipment to produce and consume so 


much power... 


..new generating and distributing 
equipment 

..emore and more automated machines 

.e-more and more appliances for home, 
farm and office 

...a vast variety of new instruments 
to push ahead scientific frontiers and 
go to work for business and industry 


All of these make up the electrically operated 
products market . . . one market of enormous value. 
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Construction 7 ‘Smuslm Business 
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And the whole expanding field is cov- 
ered by one design engineering magazine... 
ELECTRICAL MANUFACTURING. 


Electrical 
Manufacturing 


Fact is, the new electrical technology is what’s 


sparking the product-making plans of industry in 
1955. And practically every piece of machinery and 
equipment made to generate or distribute or use 


electricity is designed by readers of ELECTRICAL 
MANUFACTURING. 


Figure the market value of this enormous field, 
and you have some measure of the advertising value rr das eoconins i fdlh cates heii 


Testing Compten Circuits by Punched Cards 


you get when you cover it all... 


in one (..2%,,.) magazine 


The Gage Publishing Company + 1250 Sixth Avenue, New York 20, N. Y. 





Communications Transportation Military Home and farm 




















sales promotion 


comment on catalogs 


exhibits / motion pictures 





Allis-Chalmers booklets 
tell how to sell with exhibits 


Manufacturer tells salesmen how to act at a trade show 


® BOOKLETS are teaching salesmen 
and distributors to do a better selling 
job with exhibits and displays for 
Allis-Chalmers Mfg. Co., Milwau- 
kee. 

The General Machinery Div. has 
just issued two such booklets to 
help do the job. The first one is de- 
signed for the distributor. 

The booklet gives tips on show- 
manship, types of displays and lo- 
cation of displays. It describes seven 
of the company’s product units 
adapted for display use and says 
they are available for use at trade 
shows, conventions and open houses. 
And it tells what other display ma- 
terial the company has available and 
how to use it. 

Included are sample sales mes- 
sages and suggestions for the use 
of Allis-Chalmers trade-marks. 

A second booklet is _ titled, 
“You're Here to Sell!” 

And it tells the company’s show- 
going personnel how to do it . . sell. 
The telling includes such details as: 
» Booth cleanliness “Keep the 
place looking clean. Your company 
deserves something better than a 
‘skid row’ setting for its exhibit.” 
» Identification . . “Wear your ex- 
hibit badge at all times while on 
duty. A customer can get right down 
to brass tacks when he knows whom 
you're with and what you're sell- 
ing.” 

» Personal appearance “Open- 
throat sport shirts, Mexican sandals 
and loud checked jackets are fine in 
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This service is free... 
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Distributor Aid . . Back cover of 
display booklet tells what display should 
do, how Allis-Chalmers will help . . with- 
out charge. 


some places, but not at a trade 
show.” 

p> Inquiry cards . . “Inquiry cards 
should be filled out for every person 
you meet who shows the slightest 
interest or who could be a potential 
customer.” 

» Unattached ladies . . “This subject, 
like impromptu parties and gam- 
bling, shouldn’t really require men- 
tion except to the uninitiated or the 
foolhardy. Unauthorized ladies 
should be denied access to company 
facilities as politely as possible.” 


booklets / direct mail 


slide films / sales helps 


i 


The 20-page, cartoon illustrated 
booklet also includes advice on these 
subjects: the team captain, booth 
schedules, invitations, customer re- 
ception, customer relations, attract- 
ing booth visitors, product informa- 
tion, conference room, impromptu 
parties, gambling, long distance tele- 
phone calls, literature and record of 
expenditures. 


Tiny tube on out-size calling 
card opens doors for Superior 

A metal tube little bigger than a 
human hair is opening doors for 
salesmen of the Superior Tube Co., 
Norristown, Pa. 

The tube is attached to the out- 
size calling card Superior’s salesmen 
and distributor salesmen carry. The 
tube is so small it looks like a piece 
of extremely fine wire. 

“What’s the piece of wire for?” the 
prospect asks. 

“That’s not wire; it’s tubing,” 

Continued on page 94 
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CHEMICAL 


GOODFYEAR 









DIVISION 


Symbolic . . Company name, division, 
product and process all are told in this 
new symbol of Goodyear Tire & Rubber 
Co.'s Chemical Div. Gadget illustrated 
with familiar Goodyear diamond sign is 
a polymerization reactor, which makes 
“Pliovic’’ and other Goodyear chemical 
products. New symbol will be used on all 
Chemical Div. advertising and promotional 
literature. 
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In radio-electronics 


ONE WAY< 
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it costs less 






STREET 

TO THE 

RADIO- 
ELECTRONICS 
~ MARKET! 





than postage... 










to cover 40,000 buying points in the Annual IRE 
DIRECTORY in which a complex industry is organ- 
ized, coded, simplified and “indexed for use.” Men, 
firms, products —all are listed as vital working 
information for 35,000 IRE engineers and 5,000 pur- 
chasing agents and distributors who feed on facts to 
give their vast industry even greater growth. 














ONE WAY < 





Just look how little it costs! 








Ad size Cost Cost per copy 
ieee hs ye IRE DIRECTORY 
1/3 page $160 2/5c 
2/3 page $320 4/5c 
1 page $580 (color)* 1-1/2c ALONE PROV] DES 
“ 2 pages $1000 catalog 2-1/4c 
4 pages $1600 section 4c 
8 pages $2400 multiple 6c ? RO D U CT FAC TS 
12 pages $3000 pages in 7-1/2¢c 
16 pages $3200 *4A colors 8c 


ENGINEERS NEED! 


Because of its recognized service to engineers, 
because it is their industry encyclopedia, the IRE 
DIRECTORY is your basic selling medium in which 


35,000 IRE members are the engineers 
who spark new developments in the 


one message works 365 days of the year. 

IRE DIRECTORY advertisers who wish to enjoy 
‘prestige position” in the 1956 edition must send 
engravings before May 1. Final closing for complete 
plates — June 15. 


fast-paced, fast-growing radio-electron- 
ics industry. To feed the fires of their 
creative thinking, they must have the 
latest facts. That’s why they turn first to 
IRE DIRECTORY — a working encyclo- 
pedia of products, firms and men. This 


vital working information remains 
within arm's reach 365 days a year. 








When it’s packed with facts, your prod- 
uct catalog in IRE DIRECTORY “tells 
and sells” the men who specify and buy 
— the IRE radio-electronics engineer. 


Engineers are educated 
to specify and buy! 














INSTITUTE OF RADIO ENGINEERS 


THE TRE pirectory 


i Advertising Department 
1475 Broadway, New York 36, N. Y. 















The Institute of Radio Engineers 


Advertising Department 
1475 Broadway, New York 36, N. Y. 
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Sales promotion ideas . .  sesins on p. % 


the Superior salesman says. And 
the curious customer himself takes 
it from there. Before they’re through 
the salesman has told the prospect 
all he needs to know to sign an or- 
der intelligently for Superior tubes. 

The iclea for the unique calling 
card came from a Superior distribu- 
tor salesman, Donald Wetzler of C. 
A. Roberts Co., Chicago. The com- 
pany now has adopted the card for 
its officials and representatives and 
is offering it to other distributors. 

The piece of tubing on the card 
has an outside diameter of .01 of 
an inch and a wall thickness of .002 
of an inch. The card is 544x3%", 
which makes it handy for prospects 
to file for future reference. 


How to baw! out customers 
.- and build business 

Tire recappers have taken some 
good natured chiding in a booklet 
from Kelly-Springfield Tire Co., 
Cumberland, Md. And the chiding 
should do both the recappers and 
the tire company some good. 

Kelly-Springfield makes tire re- 
capping supplies, and the recappers 
are its customers. 

The company’s booklet is entitled 
“Are You Serious About Increasing 
Your Recapping Business?” The 





68% || 


DID NOT | 











Shame! .. Cartoons show how not to 
recap. Moral: do it right and make more 
money (and so will Kelly). 
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booklet tells, through cartoon illus- 
trations and brief copy, about a sur- 
vey that showed most recappers 
were not doing a very good job of 
recapping. Result: lost customers 
and lower profit. 

The booklet then lists and illus- 
trates procedures to follow to get 
good recaps. 


How to show prospects exactly 
what you're selling 

About the best way to show a 
prospect just what you're selling is 
to put an actual sample in his hands. 
But that’s not always possible, es- 
pecially if your product is a compli- 
cated electronic device. 

Leeds & Northrup Co., Philadel- 
phia, faced this problem and beat it 

. with a die cut promotion piece 
that looks just like the company’s 
“Speedomax Type H” recording and 
controlling instrument. 

As the piece opens up, each page 
shows details of the inner workings 
of the instrument. Smaller insert 
pages in the piece tell the advantages 
of the “Speedomax.” 

The piece really is a combination 
sales promotion tool and catalog be- 
cause it gives all the information 
normally found in a formal catalog. 


Date book promotes all year 
Here’s a promotion piece that 
lasts all year long and is in use 
every day. It’s a 5x8” appointment 
book with a simulated leather cover, 
which the Parker Appliance Co., 
Cleveland, sends to customers and 


prospects. 


What's a thermistor? . . 
Honeywell dictionary will tell 

How many people know what an 
analog computer is? Or a dead band? 
Or a thermistor? Not many. But 
they can find out now. 

All those terms, and many others, 
are listed in an “Automation Dic- 
tionary” issued by Minneapolis- 
Honeywell Regulator Co., Minneapo- 
lis, for its customers and friends. . 
including marketing men. 

Everyone’s talking about automa- 
tion these days. And many are talk- 


ing in terms that only technical men 
can understand. 

Honeywell’s “dictionary” explains 
such “engineeringese” in terms any- 
one can understand. 


‘Meet the Press’ booklet makes 
friends for pipeline company 

No more bad publicity for Texas 
Gas Transmission Corp., Owensboro, 
Ky. 

The company has brought out a 
“Meet the Press” booklet to tell su- 
pervisory employes in its far flung 
pipeline system what to do in case 
an accident or some other emer- 
gency brings fact-hungry reporters 
to a company installation. 





MEET THE PRESS 


A eet ee ees eee ot 














News .. Texas booklet tells how to 
help the company by helping the press. 


The cartoon-illustrated booklet 
tells company employes why news- 
men should be given the facts as 
quickly and completely as possible 

. so that they won’t get distorted 
information from bystanders. It also 
warns employes what not to do in 
dealing with reporters, and it gives 
a checklist of information reporters 
probably will want. 

Pulitzer prize winner Hodding 
Carter, publisher of the Greenville, 
Miss., Delta Democrat-Times, said 
of the booklet in an editorial: “This 
is a very terse and helpful manual, 
and one which, if adopted in kind 
by other industries, would eliminate 
a great deal of misinformation, mis- 
understanding and hard feelings.” 

The company has received nearly 
200 requests for the booklet from 
other industries. Requests have 
come from as far away as Pakistan. 

Continued on page 96 





LOOK INTO THE 


FUTURE -LOOK 


INTO PETROLEUM PROCESSING 


Terse and timely.. yet thorough 


r Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 


| ae it has demonstrated its 
ability to save time for readers and still 
keep them well informed, Petroleum 
Processing has gained a top spot in the 
reading habits of petroleum and petro- 
chemical processing men. 

Technical knowledge, as well as proc- 
esses and equipment, grows obsolete 
fast in petroleum processing. So the 
men who build and operate the high- 
speed, big volume processing units must 
have an efficient magazine like Petro- 
leum Processing: terse and timely . . . 
yet thorough. 

Petroleum Processing leads the field 
in this intensive coverage because it 
has the most experienced editorial staff. 
Its four top editors have all been with 
the publication since the first issue and 
have a combined experience of 71 years 
with the Platt petroleum publications. 
Their experience is indispensable in 
bringing to the reader all of the signifi- 


cant new developments in technology 


and operating practices—stripped of 
non-essential wordage. Their experi- 
ence is essential in converting McGraw- 
Hill’s world-wide business publishing 
facilities into useful tools for petroleum 
processing men. It is also essential in 
training the younger men now being 
added to the staff. 

The thoroughness of technical cover- 
age may be apparent only to our tech- 
nical readers, but you don’t have to be 
a technologist to recognize the superior 
format, better layout, more easily read 
headlines and captions. When you com- 
pare editorial quality, don’t look for 
numbers of wordy pages filled with 
complicated formulas that belong in a 
textbook. Look for aids to efficient 
reading and real comprehension of the 
information vital to the reader, for 
stories edited to save reading time. 

Petroleum Processing is designed and 
produced for fast, efficient communica- 
tions within a fast, efficient industry. 


Petroleum 


A McGRAW-HILL 





Processing 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


a 
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Rhyme Time .. Cover of Railway Express promotion piece makes it hard not to read 
on. Inside is just as fetching and has plenty of good sales arguments told briefly. 


Animal cartoons, rhymes sell 
Railway Express services 

. . But harder still about a Tor- 
toise, 

Is telling life from rigor mortis. 

That’s the last half of one of the 
rhymes in Railway Express Agency’s 
“Aesop's Stable” booklet, a promo- 
tion piece that makes the hard sell 
easy to take. 

The booklet lists five “common . . 
and uncommon .. carriers,” includ- 
ing the hare, the tortoise and the 
elephant. It has a cartoon illustra- 
tion and a rhyme for each, and 
brief copy beside each cartoon 
makes a sales point for Railway Ex- 
press .. such as speed, dependability 
and careful handling of goods. 


The booklet was prepared by 


Dickie-Raymond, Inc., Boston. 


Wolverine point-of-purchase 
poster sells itself 

“The wholesaler is important,” 
says the outside fold of a point- 
of-purchase poster Wolverine Tube 
Div. of Calumet & Hecla, Detroit, 
provides its wholesale distributors. 

The poster goes on to back up 
that statement and to show, more 
than incidentally, that Wolverine is 
important to the wholesaler. 

Opened up, the big (3 x 4’) poster 
shows reproductions of Wolverine 
ads pushing the wholesaler’s serv- 
ices. 

As the wholesaler opens up the 
poster, copy on each fold does a 
selling job, like this: “Here are a 
few samples of Wolverine ads to 
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your customers which dramatize the 
wholesaler” . . “Mount this on your 
wall, using the attached tape (piece 
of tape is included), it makes an 
attractive display” .. “And remem- 
ber, Wolverine products are star 
performers.” 


Du Pont movie sells paint, 
Slide film trains salesmen 

To promote its automotive paint 
finishes, Du Pont has brought out 
a 20-minute color motion picture 
aimed at auto body and repair shop 
operators, car dealers and fleet 
owners. 

But Du Pont hasn’t stopped with 
just the movie. It has issued a slide 
film to train its paint jobber sales- 
men. And it merchandises both the 
movie and the slide film. 

The movie shows an auto re- 
finisher being conducted through 
Du Pont’s paint research labora- 
tory. It explains paint testing de- 
vices which measure hardness, ad- 
hesion, weather and chip resistance, 
gloss and strength. 

Showings of the film, co-sponsored 
by Du Pont and local paint jobbers, 
are being held throughout the coun- 
try for auto refinishers. 

Du Pont has produced a special 
edition of its external publication 
in the automotive paint field, “Re- 
finisher News,” for distribution dur- 
ing the movie showings. Pictures in 
the special edition show highlights 
of the movie. 

For its jobber sales training pro- 
gram, Du Pont has had the producer 


of the movie, Transfilm, New York, 
produce a 58-frame color slide film, 
“Why Buy,” which tells the story of 
Dulux enamel for automotive finish- 
ing. 

The slide film is being presented 
to jobbers and their salesmen 
throughout the country. The com- 
pany has prepared a 12-page pic- 
torial brochure from the film, giving 
effective methods of selling Du Pont 
refinishing materials. The brochure 
is distributed during the slide film 
showings. 


Booklet teaches distributors 
intricacies of advertising 

Most distributors are not advertis- 
ing experts. But those who sell 
“Electro-Klean,” an electronic home 
air filter, for American Air Filter 
Co., Louisville, Ky., are learning. 

That company has gone one step 
beyond the usual dealer sales helps 
(ad mats, radio spot commercials, 
store displays, etc.) with its “Ad- 
vertising Guide,” an eight-page, il- 
lustrated booklet that introduces 
Electro-Klean distributors to the 
intricacies of advertising. 

The booklet deals with newspaper, 
radio, television and direct mail ad- 
vertising and also tells about point- 
of-purchase displays and publicity. 

It talks about such down-to-earth 
things as rates, frequency and posi- 
tion in terms the dealer can under- 
stand . . with concrete tips the deal- 
er can use. 

“Purpose of the book,” says Rob- 
ert F. DeLay, American’s advertis- 
ing manager, “is to help the dealer 
coordinate and effectively use the 
various kinds of advertising mate- 
rial we furnish him.” a 





Talk Box . . Point-of-sale gadget of 
American Hammered Div. of Sealed Power 
Corp., Muskegon, Mich., looks like box 


containing piston ring set. But when button 
at end of box is pushed, miniature record 
player in box begins 20-second sales pitch. 
Some 200 distributors are using device. 
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B ideas created an office-like atmosphere 

for doing business in this U. S. Steel exhibit. 

Four distinctive booth arrangements were achieved through modular design . . . 
each selling the advantages of steel warehousing services . . . 

giving plenty of additional exhibit ‘“‘mileage.”’ 

Ideas can stretch your exhibit dollars . . . and we would welcome 


the chance to discuss our ideas with you. 
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most products are packaged... 









and most important packagers read 


MODERN PACKAGING 


A BRESKIN 








public relations 


employe communications 


by Robert Newcomb 
and Marg Sammons 


Dos and don'ts of publishing 
a good employe publication 


Should you use jokes, sports, recipes? 


™ THE NEW EDITOR of a company 
publication for employes who 
finds himself suddenly dropped into 
his chair and ordered to produce a 
publication . . is faced with a va- 
riety of problems, most of them 
mountainous. 


One of the peaks he must sur- 
mount, in order to arrive in the val- 
ley beyond, is the challenge posed 
by such a department. Since he is 
a reader of newspapers and general 
magazines, his natural inclination is 
to fill the voids in his journal with 
the sort of thing his typical reader 
finds in other places. 


This commentary is designed sole- 
ly to relay some impressions about 
departments, good and bad, to di- 
rectors of company communications 
programs. In most instances, the 
conclusions are rather solidly forti- 
fied by wide-scale surveys of em- 
ploye reaction developed across the 
country and over the years. There 
will be disagreement with some con- 
clusions, but that can’t be helped. 
Let the axe fall where it may. 


There is a strong sentiment among 
communications people that there 
should be published, in every em- 
ploye journal, something for the 
girls. If there are only a few female 
employes, the feeling is that such 
a department will rivet the attention 
of the homemaker, who will pause 
in her wifely chores when the mag- 
azine arrives, and read the women’s 
page. This bait, it is further as- 
sumed, will lead the lady deeper 
into the magazine, where she will be 





“ts thet an opinion or are you iil?” 
Does Humor Pay? .. Humor in 
company magazines is a_ controversial 


thing. But they rank high in readership 
studies of such publications. The above 
is from the “News” of the Ford Buffalo 


assembly plant. 


pleasantly exposed to free enter- 
prise. 


A Constant Barrage . . Surveys 
indicate, as they should, that these 
departments have no male reader- 
ship. They further reveal that, unless 
the departments are extraordinarily 
well done, they have not too much 
female readership either. The rea- 
son is that housewives are exposed 
to a constant barrage on recipes and 
homemaking, and the material 
available from outside sources is 
much more authoritative. The con- 
clusion that the women are drawn, 
by a women’s page, deeper into the 
magazine is misleading. Women are 
drawn to interesting articles, just as 
men are, but the women’s page has 
never been the sole reason for 
bringing in the female readership. 

The human interest features on 





VY 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





women, department: lized or not, are 
generally a lot more popular than 
the standardized, recipe-loaded de- 
partment. 

The new editor generally toys 
with the idea of a humor page, and 
generally discards it. Some syndi- 
cates have entered the company 
publication field with cartoon serv- 
ices, and some of the material . . 
professionally done . . helps enliven 
pages. The difficulty with most syn- 
dicated products is that they deal 
with general themes, not plant-level 
situations. By far the best series 
available is that produced by J. R. 
Williams, the bedrock inventor of 
cartoons with the factory twist. 

The joke used as “filler” appears 
to be disappearing. Communications 
people are disposed to agree that a 
joke page . . or jokes used as fillers 

. are essentially space users and 
nothing else. Does a joke page have 
readership? The answer is generally 
“Yes.” Does the joke page serve any 
useful purpose beyond that of en- 
tertaining. The answer is obviously 
“No.” 

When done properly, the sports 
page is a genuine readership build- 
er, and surveys have indicated that 
such pages frequently pull male 
readers into the rest of the publica- 
tion. Where the women’s page is too 
often of general female 
with no reference to the company, 
the sports page in most cases is 
built around company sports. 

The conventional sports page uses 
bowling, softball and other scores 
(frequently too old to be of interest 
or value), but the modern version 
of the sports page gives coverage to 
employe sports activities in fishing, 
hunting, golfing, etc., with emphasis 
on the unusual sport whenever pos- 
sible. One editor recently reported 
a record response to an article on 
two spearfishing employes. Another 
enjoyed a warm reaction to a pic- 

Continued on page 100 
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BECAUSE OF 15,757 
PAGES OF READER-INTEREST 


Editorial pages filled with vital facts. 11,255 
pages of news on bids wanted, contracts 
awarded and contract descriptions. 2,416 
pages ‘of local job stories—easily read re- 
ports on the reader, his friends, his competi- 
tors. 11,672 pictures to make ACP papers 
attractive. 2,086 pages of equipment, litera- 
ture, manufacturer and distributor news to 
keep the reader well informed. 


TO OPEN THE 


BECAUSE OF 393 
MARKET SPECIALISTS 


Men, who know what they’re writing about 
and their readers’ interests, make up the 
staffs of ACP publications. There are 24 
editors who know the construction industry, 
through and through; 50 field editors and 
reporters who get down to earth for facts; 
47 photographers who add interest to ACP 
pages; 38 news editors; 234 rank-and-file re- 
porters who supply stories of meetings, jobs, 
people and events. 


82,968 





BECAUSE OF 22,641 
PAGES OF ADS 


Success of advertising schedules in Associ- 
ated Construction Publications is shown by 
the steady rise in advertising volume. Last 
year, 167 leaders in this field maintained 
constant schedules. $2,744,122 was invested 
in ACP advertising. Dealers used 4,453 
ACP pages to carry their own sales messages. 
Construction men read these ads to keep up 
their competitive position and to find new 
ways of doing things better. 


Gssociaten 





WANT MORE FACTS? 


Write to Gordon L. Anderson, Secy., 1022 
Lumber Exchange Bldg., Minneapolis, Min- 
nesota, for complete information on one or 
all the Associated Construction Publications. 
You can use one, several or all the books to 
open doors where you want to sell. Use ACP 
—the key to the industry—to open the 
door in "55! 

Ask for new 20-page booklet giving detailed 
market data, circulation and publication de- 
tails for each and all ACP publications. 


Coustruction 





CONSTRUCTION 


The key to 3,408 doors 
in the rich North 
Carolina, Virginia and 
West Virginia con- 
struction market. 


CONSTRUCTION BULLETIN 


The key to 5,869 doors 
in the West North 
Central market, with 
circulation in Minne- 
sota, North Dakota, 
South Dakota and 
Iowa. 





DOORS TO 
CONSTRUCTION MEN 


A survey by an independent 
research corporation proves that, 
of many publications going 

to construction buyers, 

one publication gets read first 
and from cover to cover. 

That one publication is the 
buyer’s regional construction 
magazine—his ACP book. The 
survey shows that construction men 
are hungry for the news that gives 
them work—the bid asked news, 
the job letting news, the local job 
reports, the activities of their 
neighbors and other items 


from their own locality. 


The key to 9,005 doors 
in the East North 
Central market, with 
circulation in Ohio, 
Indiana and Illinois. 


CONSTRUCTIONEER 


Opens 12,012 doors in 
the Mid-Atlantic 
area, with circulation 
in New York, Pennsyl- 
vania, New Jersey, 
Delaware and Mary- 
land. 





CONSTRUCTION NEWS MONTHLY 


Opens 7,100 doors in 
the Arkansas, Eastern 
Missouri, Louisiana, 
Oklahoma, Mississip- 
pi and Western Ten- 
nessee markets. 


DIXIE CONTRACTOR 


The key to 5,694 doors 
in the Alabama, Flori- 
da, Georgia, South 
Carolina and Eastern 
Tennessee construc- 
tion market. 


aru wate fe 





MICHIGAN CONTRACTOR & BUILDER 


The key to 3,694 doors 
in the active Michigan 
construction market, 


MID-WEST CONTRACTOR 


Opens 6,175 doors in 
the Kansas, Iowa, 
Western Missouri, 
Oklahoma and Ne- 
braska construction 
market. 





Opening 5,261 doors 
in Southern Illinois, 
Kentucky, Eastern 
Missouri, Western 
Tennessee, North 
Mississippi and Ar- 
kansas. 


NEW ENGLAND CONSTRUCTION 


4,532 doors in New 
England— Maine, 
New Hampshire, Ver- 
mont, Massachusetts, 
Rhode Island, and 
Connecticut opened 
by this key. 





This preference and thorough 
reading means your ad will be 
seen and read—on the pages of an 
Associated Construction 
Publication. It’s up to you to make 
your ad sell the man. ACP only 
assures that his door is open for 


your message—and wide! 


UBLICATIONS 


ROCKY MOUNTAIN CONSTRUCTION 


The key to the 6,137 
doors in Arizona, 
Colorado, New Mexi- 
co, Utah, Wyoming, 
Eastern Nevada con- 
struction market. 


Opens 6,735 con- 
struction doors in 
Southern California, 
Arizona and Southern 
Nevada. 





The key to 4,171 doors 
in the rich Texas con- 
struction market. 





WESTERN BUILDER 


Opening 3,875 doors 
in Wisconsin, North- 
ern Ilinoisand Upper 
Michigan. 





employe communications. . 


begins on p. 97 


ture story on hunting in the Ever- 
glades. The sports column .. a 
roundup of the month’s sports ac- 
tivities in staccato reporting style . . 
may be counted on to develop great- 
er reader interest. 


Share the Facts . . While the 
walls resound with laughter, it may 
be firmly declared that the presi- 
dent’s editorial can be . . and some- 
times is . . the best-read department 
in a company magazine. This was 
not true ten, or even five, years ago. 
The reason for the skyrocketing of 
interest in the president's message 
is that many presidents . . for the 
first time in industrial history . . 
are sharing facts about their com- 
panies with employes. Abandoning 
the banalities regarding success and 
the sweat of the human brow, they 
are getting down to forthright dis- 
cussions of how things are going. 
However, if the presidential mes- 
sage; month in and month out, has 
nothing specific to say, count it as 
wasted space. 

The medical page is of doubtful 
value, and these departments are 
usually low on the popularity list. 
Person-to-person relationships and 
bulletin board posters do a more ef- 
fective job of keeping employes’ 
minds on their health. 

Departments on economic educa- 
tion are also hazardous. Too many 
are assembled from parts of syndi- 
cated services, with little or no tie 
that brings the story down to the 
company level. 


Grooming the House Ad. . Many 
companies present their wares to 
prospective customers in highly 
creditable fashion, but fail to do any 
sort of selling job within the plant. 
For some years the more alert peo- 
ple of the editing fraternity have 
regularly scheduled company ad 
pages . . often back covers . . where 
the end products are shown to the 
people who helped create them. It 
is well not to publish the ad alone, 
since the employe and his family 
may have a real curiosity about the 
ad’s target. To give the reader the 
fill-in he wants, the editor may ex- 
plain in an adjacent block of copy 
where the ad is to appear (or has 
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appeared), how many people it may 
reach, and what purpose lay behind 
its creation in the first place. 
Some manufacturers have con- 
tended that their advertising is seen 
by employes, and that therefore 
there is no need to reproduce it. 
That is unwarranted optimism, since 


most employes don’t see company 
advertising unless it is pointed out 
to them. 

He is a wise editor who chooses 
his departments carefully, tests them 
often, and develops them not to sat- 
isfy his own vanity but to please his 
readers. & 





Communications man of the month.. 


A v.p. decides to give away cars 


to improve product quality 


Henry Harnischfeger . . builds worker pride 


® AROUND THE COUNTRY, distraught 
management people are talking 
themselves hoarse about quality and 
competition. They are attempting, 
by all krown means, to develop at 
the employe level a greater pride 
of product . . a greater appreciation 
of the fact.that the company which 
swims today can sink tomorrow. 
Competition is that rough. 

A year ago, a young manufactur- 
ing executive in Milwaukee decided 
that . . since the problem of quality 
awareness was as important to em- 
ployes as to management . . he 
would take the problem right to the 
employes. Out of his planning came 
a contest for company employes for 
developing the best thoughts on 
quality improvement and quality 
maintenance. Prizes were substantial 


. an air trip for two for a week in 
Mexico, and an air trip for two for 
a weekend in New York City. 

Henry Harnischfeger, executive 
vice-president of Harnischfeger 
Corp., sensed a cooperative quick- 
ening of the employe pulse. Em- 
ployes had begun to see, more clear- 
ly, the benefits to everyone of team- 
work in competitive times. He 
launched a second contest. 

The second contest, which lasted 
ten months, was designed to give 
strength and recognition to the sug- 
gestion system. The program was 
kept alive through the company 
magazine, plant bulletin boards and 
letters to the home. During the 
contest, employes with winning sug- 
gestions converted points into useful 
merchandise. At the year’s end the 
three top winners received a Chev- 
rolet, a color TV set and a trip for 
two to the Rose Bowl, plus hun- 
dreds of dollars in merchandise. 

In February a third suggestion 
program was announced, once more 
with substantial awards for winning 
participants. A car is the first prize. 
Meanwhile many useful suggestions, 
made during the past year, are be- 
ing put into practice. Employes are 
seeing with their own eyes the prac- 
tical uses of their suggestions. The 
fever of participation is on the rise. 

The Harnischfeger philosophy is 
simple and direct. Mr. Harnischfeger 
believes that employes will join with 
management in any move for their 
common good . . if the problem is 
common property. And his method 
is as realistic as it is productive. ® 











She’s engaged...finally 


Two months ago it was Myrtle. Two weeks ago, Sally. 
Now it’s Milly who’s engaged ... finally! And by the 
time the excited yakety-yakking dies down, everyone 
in the company will have the details—how Milly got 
the assistant purchasing agent to pop the question 
after four years of evasive action. 


. Kvening 
The Saturday Even 
| Wit: > | 


post 


— 
— 
is 
—~ 


‘ 
~ 
ig 


Te 


News travels fast in the company family. If only a 
salesman could spread the good word about his prod- 
uct that easily! But that’s a job for advertising, and 
the place is The Saturday Evening Post. For the Post 
reaches more of the brass than the three leading busi- 
ness magazines put together. And it also reaches the 
mass whose suggestions influence buying. It gets to 


all the people who mean business. 


— gets to ALL the people who mean business 
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SIGNIFICANT INCREASE IN 


Rec 


ROM BUSINESS 
PUBLICATION ADVERTISING 


Company . 





QUESTIONS AND ANSWERS 


EFFECT OF FOUR ADS ON COMPANY RECOGNITION 
AMONG BUSINESS PUBLICATION SUBSCRIBERS 


(Questionnaires and the control group of respondents were the same for both surveys) 


PER CENT INCREASE 
AFTER ADVERTISING 


FAMILIARITY WITH THE COMPANY’S NAME 


“Are you familiar with this company’s name?” 
WS wwvecetsdbvestces Ks deoctdhasecniones oes 


FAMILIARITY WITH COMPANY’S PRODUCT 


“What products do you associate with this company?” 
Right products 


CONCEPTS OF THE SIZE OF THE COMPANY 
(Among those familiar with the company) 


“Please indicate your idea of the size of this company.” 
Ds 6 hice Shed end 4s octbedae sec dekead cow hade wee nea. « wine 


REPUTATION FOR QUALITY PRODUCTS 


(Among those familiar with the company) 


“What is your opinion of the quality of goods and 


services rendered by this company?” 
Excellent 


Results published with permission of Boston Woven Hose and Rubber Co. and their advertising agency. 


TO DETERMINE the effect of advertising on 
the recognition of a company and its products, 
McGraw-Hill Research questioned subscribers to 
a McGraw-Hill publication to see how familiar 
they were with an industrial concern before and 
after four of the company’s advertisements ap- 
peared in the publication. A first mailing of ques- 
tionnaires in December 1953 went to 2,000 sub- 
scribers representing a geographical, industrial 
and functional cross-section of the publication’s 
audience. A return of 834 from the mailing pro- 
vided the names for the second mailing made in 
June 1954. The 487 returns from this second 
mailing are the ones tabulated above. These men 
had answered both surveys. 


NcGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 





THE RESULTS demonstrated that the com- 
pany’s name, size, products and reputation for 
quality became considerably more familiar to 
business publication readers after advertising. 


CONCLUSION: This study (summarized in 
Data Sheet #5193.3) is another indication that 
Business Publication Advertising can increase a 
company’s recognition and enhance its reputa- 
tion for quality. 

TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertising 
performance, ask your McGraw-Hill man. 


aa 
PZALY 


‘ 


ry |) 
wer FOR BUSINESS 
330 WEST 42nd STREET, NEW YORK 36, N.Y. Ol ed 
SA” 


A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 
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copy chasers 











Caterpillar . 


“What a beautiful day for a drive in the country!” 





BR DIESE: EwGines « TRACTORS 
wOTOR GRADERS 

EAR THMOvING 

RQwPMENT 





. a reasonably selfish interest 


Man-of-Year runners up: ‘Cat,’ 
Westinghouse and Gisholt 


® ONE OF THE unpleasant parts of 
being a Copy Chaser is the annual 
obligation to pick runners-up to our 
“Man-of-the- Year.” 

Each fall we invite a number of 
advertisers to prepare for us an ex- 
hibit of their year’s work, and it is 
from this group that we select our 
“Man-of-the-Year.” Naturally we 


think highly of each of the ‘cam- 


paigns, so it is with a feeling of 
disappointment that we eliminate 
one after another until one is left. 

This year the survivor was Con- 
tainer Corp., and that meant we 
couldn’t give the award to Cater- 
pillar Tractor, Gisholt Machine Co. 
or Westinghouse, which were also 
invited to the finals. 

Nor could we give the award to 











 s 


another company whose name shall 
not be mentioned here. For two 
years in a row we have requested 
this company . . on the basis of ex- 
cellent performance . . to send us a 
package of its promotional material 
for our study, and each year the ad- 
vertising manager has turned us 
down. 

We thought we were being pretty 
big and honest when we picked this 
company again after the first turn- 
down; but the quality of its adver- 
tising truly warranted consideration. 
But that’s the last time. 

This experience distresses us be- 
cause this reluctant individual ap- 
parently fails to see whatever value 
there can be in public demonstra- 
tion of a profession’s finest work. 

The Copy Chasers regard their 
job in two aspects. First, we are 
commissioned to expose shoddy ad- 
vertising, for the protection of the 
other advertisers, agencies and pub- 
lishers who can never operate be- 
yond the range of the mercy of the 
readers. Junk on the premises re- 
duces the value of the property and 
the marketability of the quality 
product displayed thereon. 

As Abel Green, that astonishing 
editor (“chief mugg”) of Varieti 
puts it, in referring to professional 
criticism: “You must constantly 
pick them up if they lay down, per- 
form carelessly, or are sloppy or 
remiss in any other respect, by say- 
ing so. (The) function (of the critic) 
is to alert acts, managers and all 
show business against mediocrity.” 

But the second aspect (and a 
happier side of our work) is show- 
ing you examples of “the best,” by 
which we hope to inspire you (us, 
too) to lift the levels of our stand- 
ards and thus, by enthusiasm and 
perception, to be able to turn out 
more creditable work. 

That’s why we honor a “Man-of- 
the-Year.” (It’s less important to 
honor him than to light a fire in 


Continued on page 104 
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you.) That’s why we give out cer- 
tificates to writers whose names get 
mentioned here. (It’s less important 
to have one guy frame a certificate 
than to have a dozen wish to do as 
well.) 

But anyway, we've got some nice 
things to show you from Cater- 
pillar, Gisholt and Westinghouse. 


A Drive in the Country 

Before getting into Caterpillar’s 
paper 
like to have a word said for Cater- 
pillar’s campaign in general maga- 
zines, devoted to the cause of better 
roads (a cause in which Caterpillar, 


business advertising, we'd 


of course, has a reasonably selfish 
interest). To use the words of W. K. 
Cox, sales promotion manager: “Be- 
hind all of our programs in general 
magazines is one basic objective . 

to inform people of work which 
should be done for the good of all, 
and then to convince them that 
these jobs can best be done with 


our products.” 





> 
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CATERPIL 


You’re familiar with this cam- 
paign, we’re sure. One of the ads 
this fall was entitled: “What a beau- 
tiful day for a drive in the country!”, 
and the illustration was an auto 
wreck. (See p. 103). Copy explains. 


The leaves were at their peak that day. 
The frost had come and touched the trees 
with glowing scarlet and gold. It was a 
day so crisp and fresh, so full of the age- 
less wonder of fall, that people were 
drawn irresistibly into the hills and the 
open country. 

Some of those people were in the car 
you see here, so near to beauty. For 
them, the majesty of an autumn day was 
lost forever in one terrible and tragic 
moment. 

The road they traveled was not wide 
enough. It was scarred with treacherous 
cracks. The shoulders were too narrow 
too rough for last-minute escape. “A drive 


in the country” did the rest. 
Later in the ad comes the pay-off: 


You can do 
states have prepared sound road-building 
programs. But your active support is 


needed to put them into effect. 


Be an intelligent, informed citizen. Find 
out what your state wants to do for you. 
You can do this by writing your state 
highway commissioner or your governor's 
office. 

Study your state’s program carefully — 
and let your feelings be known. Make 
sure your drive in the country ends hap- 


pily ever after. 


Other causes, besides better roads, 
that Caterpillar promotes: 


FOREST FIRE PREVENTION: Performing 
a mighty service to prevent even greater 
loss, tough, dependable Caterpillar Diesel 
Tractor-Bulldozers are the work horses of 
the fire-fighting crews. They build roads 
for quick access into the woods and clear 
wide, permanent firebreaks. When the 
red beast is on the loose, they move in 
ahead of the blaze, cutting emergency 
fire lanes from which backfires can be 


started. 


That ad got Starch percentages of 
59-53-28. 


T] 


LOOD CONTROL: Wherever this fight 
is being waged, big yellow Caterpillar 
machines are in the thick of it. They move 
millions of cubic yards of earth each year 
in the construction of dams and the 


Continued on page 106 





Lic<xed! 





Roost for flood control, soil conservation helps Caterpillar sales 





CATERP ee 


moron caanses 
TCARyRmOv ENS COUIP MENT 








One of a series illustrating the wide use of plastics...in everything from autos to 
toys, building materials to costume jewelry, office equipment to home appliances. 





BUILDING MATERIALS, 
there’s news in plastics . . . now fibrous 
glass-reinforced sheeting is used for 
shower enclosures and roofing .. . 
viny] floor tile doubles its sales volume 
... and 80 million square feet of sty- 
rene wall tile will be used this year! 





AZINE IS..-MODERN PLAS’ 


In ten years, the plastics industry 
has multiplied its production five 
times. And, right this minute more 
cubic feet of plastics are being pro- 
duced than aluminum, copper, zinc, 
lead, or magnesium. Statistic after 
statistic tells the story of growth. 
Here’s the picture year by year. 





Because MODERN PLASTICS has paced 
the great growth of the plastics mar- 
ket, it carries by far the greatest vol- 
ume of plastics advertising. 


For more information about the 
magazine and the market, write: 


MODERN PLASTICS 
A Breskin Publication 575 Madison Avenue 
New York 22, N.Y. ABC-ABP 
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strengthening of levees. They are the The result: a healthy, clean playground 
werful new weapons that give man an or park. 

e in the war against wild water. é 

SOIL CONSERVATION: Use deep tillage Earns Goodwill 


hold water on the land, and deep ridg- Thus, Caterpillar performs a serv- 
ng to catch the blowing dust. The Cater- ice to the public welfare, earns the 
llar-built machines that do these jobs sx good will of taxpayers and munici- 


efficiently are saving precious topsoil tc pal authorities alike, and endears 
w food for the future. itself to contractors and its distribu- 
REFUSE DISPOSAL: Sanitary landfill is tors 
an effective, cl method of perm t] . , 
tlie ann method er Of particular interest to us as ad- 
1sposing I reluse ana garbage aid low es ° 
Seas vertising people is the further state- 
ae va es ment of Mr. Cox: “One ingredient 
whicn nas peen aug by a Caterpillar f i 
celieet ensmaiinini-delay’ de DaMaieds wa of this advertising program has been 
s filled, the rubbish vivid, dramatic photography . . first, 


s crushed, covered with a layer of clean to point up the need for highway 


cost. Trucks dump in a broad, deep trench 





The area is seeded. improvements and second, to show 


earth ond mpacted 





THIS BIG YELLOW MACHINE 


° 














CG mpare these figures fram Yellowstone County All of the Caterpillar machines—regardless of the date 

Montana of purchase-«cost less per hour than an f the six cow 
Yellowstone County owns Cat-built Motor Graders and rs. Even Yellowstone's 15-year-old Cat 

motor graders of competitive manufacturers eleven in all ader cust 52.55 less per hour to operate 
Operation costs for the Caterpillar No. 12 Motor Grader than a compe machine only three years old 








pictured here showed that. for 12 months ost $1.12 per Figures like arpr 

hour less than the next closest comparable w grader of From experience. th w all ¢ 

competitive make. And it cost $3.11 per hour less thar are built vely un k 
moter grader ¢ Figures intlude depreciation. wages Cost With tess Gown time than ar omy 
everything, These are not Caterpillar statistics. Yellow See vour Caterpillar Dealer fy “ct 
stone County kept complete cost records on the mainte can help you stretch pour tax dollar vi 
nance of 2000 miles of roads Caterpillar Tractor « Pencia. fi SUS A 


Here are the county's records for three of their 


machines~all purchased in 195¢ 
1950 Caterpillar No. 12 Motor Grader . $5.60 per hour ¢ A y E R 


1950 MotorGraderB . . . . . . . 6.72 per hour 
1950 MotorGraderC . . . . . . . &.7l per hour 


Figures for two machines purchased in 1941 are 





as follows 
1941 Caterpillar No. 12 Motor Grader . $6.45 per hour 
1941 Motor GraderD . . . . «. « . 7.92 per hour 











Capitalizes on identifying color 
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how the improvements can be made. 
We are justifiably proud of our 
photography. Our staff of trained 
photographers is adding constantly 
to nearly 100,000 negatives available 
for our advertising people to draw 
from.” 

Caterpillar backs this up with a 
sturdy campaign in business papers. 
We'll show you an example of what 
We mean. 

“This Big Yellow Machine,” says 
ad in road-building books (and you 
can see already how Caterpillar 
capitalizes upon the yellow color that 
identifies its equipment wherever 
you go), “Saved Yellowstone Coun- 
ty $1.12 Per Hour.” 

Here’s copy which gets a man 
figuring: 

Yompare these figures from Yé« 

County, Montana! 

Yellowstone County owns rat-k 

Graders and motor graders of com 


etitive manufacturers - eleven in all 





Yperation costs for the Caterpillar N 
Grader pictured here showed 
for 12 months, it cost $1.12 per hour 
ess than the next closest comparable 
motor grader of competitive make. And 
3.11 per hour less than motor grader 
igures include depreciation, wages 
everything. These are not Caterpillar 


wstone County kept com- 





ete cost records on the maintenance of 
2,000 miles of roads. 

Here are the county’s records for three 
of their machines — all purchased in 1950: 
1950 Caterpillar No. 12 Motor 

Grader $5.60 per hour 
1950 Motor Grader B 6.72 per hour 
1950 Motor Grader C 8.71 per hour 

Figures for two machines purchased in 

1941 are as follows: 
1941 Caterpillar No. 12 Motor 

Grader $6.45 per hour 
1941 Motor Grader D 7.92 per hour 

All of the Caterpillar machines — re- 
gardiess of the date of purchase — cost 
less per hour than any of the six com- 
petitive machines. Even Yellowstone's 15- 
year-old Cat No. 12 Motor Grader cost 
$2.55 less per hour to operate than a com- 
petitive machine only three years old! 


Great stuff. Burt Powell is the ad 
manager. 


Informative and Technical 
Gisholt Machine Co., which manu- 

factures machine tools, concentrates 

its publication advertising in those 
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Heating 
Piping & 
Air Conditioning 


SINCE ITS FIRST ISSUE in 1929, HP&AC has 
lived up to its name. Its editorial objective then 
and now: the supplying of information vital to the 


_ field of heating, piping and air conditioning. 


And HP&AC goes “all out” to do so!... Through 
its own editorial staff of highly regarded men in 
this field . . . through a unique Board of Consulting 
and Contributing Editors consisting of 31 outstand- 
ing authorities . . . through a publishing affiliation 
with the American Society of Heating and Air- 
Conditioning Engineers whose monthly Journal is 


included in each issue of HP&AC. 


As a result, HP&AC not only leads in editorial 
volume, it provides practical, authoritative material 
that its engineer and contractor subscribers find of 


maximum usefulness. Delivering the RIGHT 


KEENEY PUBLISHING 


by every measure 
THE CHOICE in the 
‘ndustrial-large building 


field. 


editorial content to the RIGHT individuals accounts 
for HP&AC’s unchallenged position as the top- 
ranking advertising medium in heating, piping and 
air conditioning. If your products or services are 
directed to this great growth industry, then by all 
means investigate the value of concentrating your 


advertising in HP&AC. 


HP&AC 


the ‘‘stand-out’’ 


KY 


— 


book in 


~~ ry 


editorial quality 


and quantity! 


S 
l co ees 


| 





6N. Michigan, Chicago 


@ AiR CONDITIONING HEADQUARTERS @f 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd LOS ANGELES: 672 S. lafayette Park Place 


Year in, year out, HP&AC has a high renewal 
rate. Subscribers rely on it as ‘‘the field's 
authority in print.” 


More companies advertise in HP&AC. In addi- 
tion, HP&AC is used exclusively in its field by 
more advertisers. 


HP&AC carries more pages of advertising. 
Significant is the steady growth in this re- 


spect, too. 


Not only does HP&AC deliver the. most circu- 
lation, it is the only FULLY paid (ABC) circula- 


tion magazine in its field. 
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you sell the buying team”... 
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ENGINEERING 
— The process engineer of | 


ADMINISTRATION 













— The president of a metal 


a maker of automatic con- 
processor: “The last issue of 






trols: “| read Iron Age for current 
The.lron Age had many interest- 





information. The first thing | turn 
ing articles, such as ‘C-M Turbine to is Digest of The Week in Metalworking. It is 
Powered Firebird Takes Off.’ | insist upon the ‘valuable and time-saving. Newsfront is my sec- 
ond choicé. | like This Week in Washington. | 


don’t read too many magazines and so | like this 


magazine being returned to my office when the 


others are through with it. | regard the Report to 

) ana ee. type material along with technical articles. Mr. 
M gement very highly as | do the New Equip- : 
gi = ered sa Campbell’s column is usually worthwhile‘and Iron 


ment Department. My reading has levelled off to Age Interviews is helpful. | think the magazine 


relalsineltleliiachitela| The Iron Aqe.” covers the field.” 









A CHILTON, PUBLICATION 


when you buy ellron Age 


..-across all metalworking...48% of all industry 
ee 


\ 


& 
3% 






ay 
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PURCHASING 


VA 






PRODUCTION 


— The tool superintendent — The purchasing agent of 








malelalthielaitlacie 





of a motor 


“When | get Iron Age | first skim 






aa C-M1-1| oll ae Yolge] ofl olel t-te Mela ial- 


through the headlines of the vari- 
price quotations in The Iron Age. 





ous articles. | am always looking for new ideas. 
Malohc-mre(-a7-1(e) o\-to Mol fel ailellih an colae kelly \e[-melile| 





| pass my issues around to all the designers — the 
: fo f-yol-lale Mola MmoMeMela-tehi-1am-> aia mialelaMelal melanin 
department. There are about thirty of them. ‘ 7 Y 


PNaitalseelmel-al-icel MUliclaulclilea mou sacra siile mls other trade publications. | probably do spend 


interesting to me. | even enjoy the cartoons very okMmanlelaaMmilial-Mmelale McTolaal-silialetmmaalelacieiiaalcimelabesals 


much in The Iron Age.” ads in Iron Age.” 


ol ole] | olcleldiate Mutelalfelaila-1a 
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magazines reaching the productive 
and specifying levels. For this reason 
the copy can be informative and 
very technical. 

The problem, as explained by M. 
B. Hanks, advertising manager, is: 
“We have seven basic lines of ma- 
chine tools. These are constantly 
competing with each other for our 
advertising dollars. Then there’s the 
competition we have from other ma- 
chine tool builders. As a rule they 
specialize on just a few lines. In 
most cases they do a greater volume 
of business on their few lines than 
we do on all of ours.” 


Gisholt’s advertising consists of 
four-page inserts on heavy, colored 
stock. (This provides inexpensive 
over-runs for direct mail.) All the 
information is in the form of per- 
formance data. Says Mr. Hanks: “On 
the selection of the material to ad- 
vertise we decided on case studies 
of machine applications. This was 
one place where we could do an out- 
standing job. Most advertising de- 
partments are not set up to gather 
a large quantity of this material, so 
we decided to hire a man to con- 
stantly keep up with new develop- 
ments and jobs. The result has been 


Production Pointers 


pals 
CISHOLT 


Presented as a service to production men, we hope some of 


these interesting ideas, chosen from thousands of jobs, will 


suggest ways to help you cut time and costs in your own work. 





Fastermatic 
Double-Chucks Part 


This is a bit tricky, but note how 


these cour 
fying up two machines or running up 


lings are produced without 


increased costs through needless 
changeover time 


The part requires two machining 
operations; two chuckings. The 
problem of how to do it on one 
machine using eve tool setup was 
solved with a 2F Fastermatic Auto- 
matic Turret Lathe 


Here's how: 
Operation le this consists of turning, 


facing, boring and chamfering from 
turret stations 1—2—3. The part is 
held in the ID with an air chuck. With 
this automatic cycle completed, the 
spindle stops and the workpiece is 
turned around and rechucked in the 
same jaws—except that now they 


hold on the OD 


Second Operction— the machine is 
started and automatically goes 
through the new machining cycle 
Turret stations 4—5—6 rough and 
hnith face on the other side, complet 
ing the part 

Obviously, this single-tooled, 
switch-around idea is not applicable 
in many cases. Yet, it is worth 
remembering. And so is the unusual 
versatility of the Fastermatic A-to- 
matic Turret Lathe which can account 
for reduced machining time and costs 
on many jobs 


The Fastermotic Automatic Turret Lathe 
does this unusual job easily and fost with 
both operations handled in one setup. 








Gisholt .. “pointers” point up the story 
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TWO OPERATIONS ON ONE MACHINE...WITH ONE SETUP 





Cperotion! Working from turret stations 
1—2-—3. Note here port is held in ID. 


Operation 2: Here port ix tumed cround ond heid on OF 


most satisfactory and we can proud- 
ly point out that no other machine 
tool builder can show such a wealth 
of experience. 

“The name ‘Production Pointers’ 
was a natural. To tell the story on 
seven lines of machines required a 
lot of space, but we found we could 
boil the material down into four 
pages. This would permit us to tell 
a complete story on all the machines 
and still give us a tie-in for the 
‘Gisholt Round Table.’ This last ref- 
erence is to ‘the collective experi- 
ence of specialists in the machining, 
surface-finishing and balancing of 
round and partly round parts’.” 

Mr. Hanks wishes credit for the 
campaign to be split several ways: 
“To a management who supports 
advertising . . to a boss who will let 
you do something different . . to the 
man who does the legwork needed 
to get complete stories with good 
photographs and to the agency 
which produces down-to-earth ma- 
terial from a collection of dull facts 
which won’t ever interest anyone 
but the man whose problem is pro- 
duction.” 

But because we think it might 
interest our readers, too, here’s a 
quick description of a typical insert. 
It is on yellow stock, as we said; 
standard masthead, including the 
line: 


Presented as a service to production 
men, we hope some of these interesting 
ideas, chosen from thousands of jobs, will 
suggest ways to help you cut time and 


costs in your own work. 


One complete story on page one: 
“Two Operations on One Machine 
... With One Set-up.” Copy starts 
(and this is nice easy-reading copy): 


This is a bit tricky, but note how these 
couplings are produced without tying up 
two machines or running up increased 
costs through needless changeover time. 

The part requires two machining. oper- 
ations; two chuckings. The problem of how 

lo it on one machine using one tool 
setup was solved with a 2F Fastermatic 


Automatic Turret Lathe. 


The two operations are then de- 
scribed (they’re illustrated, too), 
and copy ends up: 
switch- 


Obviously, this single-tooled, 


Continued on page 112 





Frome-Sonitve LABELS o 


YOUR Roll Label Printer 


is a specialist in this field. 

His specialized “know-how” is 
based on years of experience 
and study in connection with 
designing and printing 

labels that sell! 


He prints on KLEEN-STIK 
pressure-sensitive paper stock, 
using specially-built equipment, to 
provide you with labels that will 
keep your production lines rolling 
at top speed. Practically any 
size ... any shape... any stock — 
for fast,easy application without 
the use of water, glue or heat. 

For low-cost, high-impact 

labeling on your product or 
package, see your 

Roll Label Printer. 


FREE! TEST-IT-YOURSELF KIT 


Contains a selection of pressure- 
sensitive samples for on-the-spot 
testing in your own plant. 

Write today! 











— 












































ROLL LABEL SPECIALIST 
of your choice 


Pressure-sensitive roll labels in specially 
designed dispensers give you the world’s 
fastest known method of hand labeling. 
Available through your Roll Label Printer in 

y automatic, semi-automatic, or hand-operated 
models to suit every need. 


KLEEN-STIK PRODUCTS, INC. 


Pioneers in Pressure Sensitives for Advertising and Labeling 225 NORTH MICHIGAN AVENUE 2 CHICAGO 1, ILLINOIS 
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around idea is not applicable in many 
cases. Yet, it is worth remembering. And 
so is the unusual versatility of the Faster- 
matic Automatic Turret Lathe which can 
account for reduced machining time and 


costs on many jobs. 


operation. And two more stories on 
page 4 are handled the same way. 

Mr. Hanks wishes to share credit 
for the series with I. H. Orwig, vice 
president, The Buchen Co., Chicago; 


“Helping You Approach Automatic 
Service Continuity ... Realistically.” 

And so he does, calling (with the 
reader, in effect) upon various 
Westinghouse specialists who help 
him tell the stories of 


How Specialists Provide the Utmost in 


Equipment Coordination 


F. L. Chapman, Gisholt vice presi- 
dent of sales; and A. A. Ebel, Gisholt 
advertising department. 


Automatic Service Continuity Now 


Inside spread carries four more Practical in More Rural and Suburban 


stories entitled: Areas 


™ New TX Arrester Triples Current-Clearing 
Another Winner 


The Westinghouse campaign was 
one of the winners in last year’s 
Toppers Competition, and was de- 
scribed not only in the Copy Chas- 
ers’ piece in September IM, but also 
in a separate story on page 86 of that 


REDUCING TOOL CCSTS ON DOUBLE- 
OPERATION WORK .. 
Simpler Tooling on Saddle Type Lathe 

A SIMPLE JOB MADE EVEN SIMPLER . . 
Quick Change of Spindle Speeds Saves 


Ability of ‘‘CSP”’ Transformers 
C/F Turret Permits 

And so on. Copy is all solid infor- 
mation. Layouts, as you can see, are 


im as can be. And, as we 
Time, Effort, Money as simple as 


SMART LOADING METHODS LIKE THIS 
WILL SAVE YOU TIME 
Automatic Lathe Uses Slide to Aid Han- 


‘ 


said in September, “a _ sure-fire 


Simplimatic means of getting cooperation out of 


issue. 

Typical of the series is the 12-page 
insert which starts off by asking the 
reader to “Meet F. M. McClure, 


the sales force.” 

T. J. Farrahy, division manager, 
Westinghouse industrial advertising 
Sponsor Engineer, Westinghouse department, is the man responsible 
Electric Utility Department.” On the for this fine campaign. Fuller & 
following 11 pages he shows how Smith & Ross is the agency. 
Westinghouse products are The Copy Chasers 


dling 

ALUMINUM IMPELLERS GET FAST MA- 
CHINING .. No. 12 Hydraulic Automatic 
Lathe does it in 10 Seconds 

The above are complete with 
photos, diagrams and description of 





“Mike Meixner, Manager. Regu- 
lator Sales. discusses a signifi- 
cant factor in obtainin , 
ic service 
at the right voltage” 








Simplified ‘‘all-electric’”’ 
regulation assures accuracy 
in automatic service 
continuity 


The dependable accuracy of voltage regutation is ane of the 
necessary factors in the approach of realistic automatac service 
continuity. Thés accuracy should be atiained with simplifed 


controls that are easy two adjust and maiacain 


Westinghouse has provided the answer fo this importans 
consideration with the new all-electric control pane! like the 





one shown. Here's how 


Ali-tlectric Contrat Panel. This closeup demon 
strates the gausual simplicity of operation. Clearly 
calibrated voltage markings saake it posible for 
any operator to make exact adjustments without 


All moving relay parts are spring-hinged—eliminating 
troublesome mechanical bearings and possible friction drag 
Metallic contact of the pole faces oa the motor-operating 
relays has been climinased through spring-supported, snap- the use of touks 
action elements. It is smpassible for the relays ta sick because 
of residual magnetism. Contacts are heavy-duty silver, de 


signed to last the lite of the unit 


And, in addition, they're exsy to operate. Your men can 


operate the Westinghouse all-electric control pane! wathout 





comphested mechanical adjusements. No tools ace necessary 
hecause pin-point accuracy a obtained by simply turning 
three kanbs—all located for convenient accessibility on che 
front of che panel. The result ts the smoothes: possible regu 


lation, with simplified, sensitive control 


All-electric control panels are typical of the outstanding 
design advantages found in Westinghouse regulators. Whether 
your requirement is in the low, medium or high range of volt 

s—vou will find a Westinghouse regulawr designed w 

your specific aced 

When you're confronted with the problem of attaining « 
Veitage Relay completely eliminates 
mechanical adjustments All settings are made by 
adjusting the knobs on the contrel panel. All 
moving parts in the relay ate spring-hinged wo 
eliminate mechanical bearings. 


realistic partern of automati¢ service continuity with accuracy 
of voltage Jevel—remember to investigave Westinghouse 
regulators. Your Westinghouse representative is ready to 


serve you. Aad im the meantime, write for D.B. 47-310. 


Westinghouse 


you can 6€ SURE...1¢ is 








the sales force cooperates 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Stacks up to considerable in- 
terest when a magazine brings 
its readers information like 
this. 

Pictured are painted Diesel ex- 
haust stacks at Reynolds Metals 
Company’s San Patrico plant near 
Corpus Christi, Texas. Stacks are 
about 1000 feet from the bay. 

In that location, a 90-day life 
on a metal paint job was consid- 
ered excellent. Reynolds stacks 
were coated with a special silicone- 
aluminum finish and after 30 
months show only minor failures. 

Technical data on this new 
method of protecting metal sur- 
faces was presented to thousands 
of Southern and Southwestern en- 
gineers and operating executives 
in a recent SOUTHERN POWER and 
INDUSTRY article. 

Reporting the solution of plant 
problems indigenous to the South 
and Southwest is the particular 
forte of S.P.I. — one reason why 
this publication enjoys so high a 
readership in the power and in- 
dustrial market it serves. 

It is your basic advertising 
medium for reaching top engineer- 
ing and operating management in 
over 10,000 industrial. utility and 
large service plants of the South- 
Southwest. 

Advertise in S.P.I. and reach 
millions of dollars of purchasing 
power untouched by national 
power and industrial publications. 


SOUTHERN POWER and INDUSTRY 


WRC. 806 Peachtree Street, N.E. 


SMITH 


pas Atlanta 5, Georgia 
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M-GRAW-HILL fegm 


OVER A MILLION MEN IN 
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Becaus2 editor Waldo G. Bowman left 
the Remagen Bridge a few minutes be- 
fore it crashed into the Rhine, he was 
spared the fate of the many men who 
lost their lives in the disaster. It is 
probably his most-remembered experi- 
ence . . . but only one incident in the 
travel-filled career of a man whose 
business life has been devoted to pro- 
viding his readers with an engineer’s 
eye view of the world’s great construc- 
tion projects. 

It’s been 32 years since Waldo was a 
star on the University of Kansas bas- 
ketball team. And today, this rangy 
engineer-reporter is as agile as ever. He 
has trekked through Iranian deserts, 
slogged through Mississippi Valley mud, 
clambered over European dam sites, 
climbed Manhattan skyscrapers. And, 
on summer weekends, you'll find him 
sailing over Long Island Sound in a 
boat about the size of a bath tub. 

As editor of Engineering News- 
Record, Waldo directs the work of 65 
engineering news correspondents in 


State capitals and major cities of the 
United States, plus 16 full-time editors 
and a staff of 47 office workers. Yet his 
hair and his temper are never ruffled. 
Nor do his many speaking engagements 
before engineering societies tax his 
strength orlessen his willingness toserve. 

In experience . . . in knowledge of his 
job . . . in ability to serve his readers, 
Mr. Bowman is typical of McGraw- 
Hill editors. They’re specialists. They 
know their fields. They live with the 
problems of the men—within these 
fields—who look to them for accurate 
reporting and helpful information. 

Their ‘‘product”? has to be good. 
Editorial quality must be consistently 
maintained because every McGraw- 
Hill publication is sold to its subscrib- 
ers . . . bought because of the ability of 
McGraw-Hill editors to provide the 
kind of information that will help them 
do a better job. That is why McGraw- 
Hill publications provide an alert, in- 
terested audience for the advertiser’s 
sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


Ap) 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 








y minutes! 


Waldo G. Bowman received his degree in Civil Engineering from the University of Kansas, after which 
he attended Harvard University Graduate School of Business Administration. He is a former director of 
the American Society of Civil Engineers and is, at present, Treasurer of the United Engineering Trustees. 





March 1955 / 1s 








aie ry) 0 


Yes| No 
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The June COST REDUCTION EDITION of Pur- 
chasing Magazine is edited for the express purpose 
of showing industrial purchasing agents how the tech- 
niques of Value Analysis result in substantial savings 
—without sacrificing quality—in buying equipment, 
supplies and materials. 


This is the time for you to tell YOUR cost-saving story 
to the man who buys at a time when he is really shop- 
ping around for ways of reducing costs. Here —in the 
June issue of PURCHASING—you can tell him about 
your product and how it will serve his needs and 
reduce his costs. 


This COST REDUCTION EDITION is anxiously 
awaited by purchasing executives and will be used 
continuously throughout the year.. . continuously 
bringing YOUR story before the eyes of the men who 
buy your products. 





\ ey 
may © 
Pa recor it 
q pcomie 
« k 
sO 7 ’ 
we ic’ at reorde 
COTE 
necessary” 
Office Eauir dead me 


© 14. Does our stock control system discourage pil- 
© ferme and etliciently indicate when reorder ts 





necessary” 





18. Have we considered the advantages of buying 
and stocking torms en an annual basis? 









With the help of special classifying, you have the unique 
opportunity of presenting your product advantages in 
the section where it best applies. The “COST REDUC- 
TION EDITION” will be divided into 8 sections: 


¢ Production tools & processes 

© Materials 

e Materials handling 

¢ Maintenance, repair & operating supplies 
¢ Electrical equipment & supplies 

¢ Component parts 

¢ Packaging & shipping 

© Office equipment & supplies 





Be Sure You Are 














ADVERTISING FORMS CLOSE MAY 2nd 


PURCHASING MAGAZINE 


205 East 42nd St. * New York, N. Y. 
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Ike, Senators discuss CIAA plan 


Meet with national committee 
as NIAA, others plan similar 
overseas information programs 


™ cHICAGO . . President Eisenhower 
has taken notice of the Chicago In- 
dustrial Advertisers Association’s 
“peace with honor” program. 

That was revealed at a CIAA 
meeting, at which CIAA president 
Richard C. Christian of Marsteller, 
Rickard, Gebhardt & Reed, said the 
program had been commended at a 
meeting of Mr. Eisenhower and 
members of the Senate foreign re- 
lations committee in Washington. 


Mr. Christian said the report of 


this discussion of the program came 
from IM editorial director S. R. 
Bernstein, a member of the National 
Committee for an Adequate Over- 
seas Information Program, who was 
at the Washington meeting along 
with other members of his commit- 
tee 

The CIAA: program calls for in- 
dustrial admen to use their talents 
and facilities to further understand- 
ing of this country abroad and thus 
fight Communist propaganda. 

Under the program, industrial ad- 
men are urged to: encourage per- 


Adman of Year. . Framed certificate is presented to Walter P. Paepcke, (left) board 


chairman, Container Corp. of America, naming him Industrial Advertising Man 


of Year. 


G. D. Crain, Jr., publisher of Industrial Marketing, presented the IM award at meeting of 


the Chicago Industrial Advertisers Association. 





sons with friends and relatives over- 
seas to write, telling the truth about 
America; send both technical and 
general American magazines over- 
technical books for 
overseas use in cooperation with the 
U. S. Information Agency; get in 
touch with companies overseas for 


seas; collect 


exchange of information, pictures or 
personnel; run overseas ads occa- 
sionally with a general education or 
good will theme; encourage more 
exchange scholarships, encourage 
company participation in the “Amer- 
ican Bookshelf’ program to send 
typically American books overseas; 
make a permanent friend abroad, 
and encourage shipment of suitable 
technical or promotional company 
movies to foreign companies. 

Mr. Christian listed these early re- 
actions to the program: 
© More than 20 companies are de- 
veloping “letters abroad” programs 
(the first of the 10 recommended 
projects) for their workers. 

@ The CIAA public service commit- 
tee, handling the program, has been 
appointed to set up a similar project 
for the NIAA as a whole. 

e Other NIAA chapters have started 
similar projects. These include the 
Denver, Hamilton, Milwaukee and 
Minnesota chapters, as well as the 
Miami Valley Industrial Marketers, 
Dayton, formerly an NIAA chapter. 
e The U. S. Information Agency has 
been disseminating information on 
the project. 

e Various civic groups have asked 
CIAA for advice in setting up simi- 
lar projects. 

The “peace with honor” program 
was given high praise at the CIAA 
meeting by Abbott Washburn, dep- 
uty director, U. S. Information 
Agency. 


We 115 
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He also described the agencies ac- 
tivities overseas in combating Com- 
munist propaganda through dis- 
semination of information about this 
country. 

INDUSTRIAL MarketTING’s “Indus- 
trial Advertising man of 1954,” Wal- 
ter P. Paepcke, chairman of the 
board, Container Corp. of America, 
Chicago, was honored at the meet- 
ing. IM’s publisher, G. D. Crain, Jr., 
presented Mr. Paepcke with a scroll, 
citing the achievements that led to 
the award. 

Mr. Crain noted that board chair- 
man Paepcke was the first winner 
in the 17-year history of the award 
who was not an advertising man and 
that he also was the first Chicagoan 
to receive the honor. 

Mr. Paepcke said that the com- 
pany’s promotional problem was a 
need to advertise design rather than 
product. The solution was the insti- 
tutional advertising campaign that 
won the award. He said Container 
Corp.’s experience with the cam- 
paign has confirmed his belief that 
this new approach to industrial ad- 
vertising is worth while. [The Con- 
tainer Corp. campaign is described 
in detail in the January issue of 
IM. ] 


Philadelphia chapter hears 
hopes of SIC in media choice 

® PHILADELPHIA . . Three marketing 
executives told their views on adop- 
tion of Standard Industrial Classifi- 
cations in breakdowns’ of media 
circulation (IM, Feb.), at a meet- 
ing of the Eastern Industrial Adver- 
tisers. 

The speakers were Allen Ray Put- 
nam, publishing manager of The 
Tool Engineer; William Hoffman, 
vice-president of the Audit Bureau 
of Circulations; and Edward Bloom, 
of Sun Oil Co.’s statistical research 
division and president of the local 
chapter of the American Marketing 
Association. 

Mr. Putnam said that use of the 
government’s classifications has been 
found valuable by industry in es- 
tablishing sales territories, poten- 
tials and quotas. 

Mr. Hoffman stressed that ABC 
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has not rejected NIAA’s request 
for use of the system in its reports, 
but has appointed a committee to 
study the entire question. If it is 
found to be practical, he said, ABC 
will adopt it. 

Speaking from the advertiser’s 
point of view, Mr. Bloom urged 
adoption of SIC. Its use, he main- 
tained, would ultimately save time 
and money, although he conceded 
that initially it would be costly. 


Secretary Weeks will address 
annual NIAA Conference 

™@ NEW yorK .. “Target 1965 .. A 
Billion Dollar Economy” will be 
the theme of the National Industrial 
Advertisers Association’s 33rd an- 
nual conference. 

Commerce Secretary Sinclair 
Weeks will address the association 
at a luncheon May 10. 

Five half-day business sessions, 
the annual meeting of members, two 
luncheons and a closing banquet will 
make up the working program of 
the conference, which gets under 
way Monday morning, May 9, at 
the Sheraton-Park Hotel in Wash- 
ington. Conference advisory chair- 
man is Ralston B. Reid, General 
Electric Co., Schenectady, N. Y. 


NIAA announces 1955 Putman 

contest for industrial admen 

® NEW yorK . . The National In- 
dustrial Advertisers Association has 
issued a booklet announcing compe- 
tition for the eighth annual Putman 
Awards for 1955. 

The competition, sponsored by the 
Putman Publishing Co., Chicago, in- 
cludes cash awards totaling $5,000 
for the best use of industrial adver- 
tising and the best documentation 
of such use. 

The contest closes April 3, 1955. 
It is open to all industrial advertis- 
ing men and women. Entry blanks 
can. be obtained from Putman Pub- 
lishing Co., 111 E. Delaware Place, 
Chicago 11, Ill. 


North Texas NIAA chapter 

hears 1,000-mile long talk 

® FORT WORTH-MILWAUKEE . . Don’t 

let the combined dateline on this 

story confuse you. It means that: 
The members of the North Texas 

NIAA chapter, meeting in Fort 


Worth, heard a talk by a man speak- 
ing from Milwaukee. 

The speaker was Edward N. 
Mayer, Jr., President, James Gray, 
Inc., New York. In Milwaukee for 
a meeting of the NIAA executive 
committee, Mr. Mayer talked to 
Texas for about 45 minutes via long 
distance telephone. 

His voice was carried over a loud 
speaker system to the more than 60 
persons at the North Texas chapter 
meeting. A long distance question- 
and-answer period followed the 
talk. 

Mr. Mayer spoke on industrial 
advertising direct mail. He said the 
uses of direct mail are to obtain 
qualified leads, soften prospects and 
strengthen contacts, influence think- 
ing, stimulate desired action, intro- 
duce new products, bring in actual 
orders, create good will and pro- 
vide facts about products and serv- 
ices. 


Beware ‘publicity pitchmen,’ 
Sasso warns New Jersey admen 
Beware the 
“phony publicity firm . . the pitch- 
men who delude and confuse,” warns 
John Sasso, vice-president, G. M. 
Basford Co., New York. 

He told a meeting of the Industrial 
Marketers of New Jersey that these 
pitchmen “are busily selling ‘pub- 
licity’ to industry today . . and they 
will be curbed only when industry 
men know the facts of life about 
the publicity technique.” 

“Just because you want to see 
your company name in print, don’t 
let a glib talker convince you he can 
do it,” Mr. Sasso said. “Even if the 
editor is his brother, he won’t use a 
phony story. 

“The sad fact is that many com- 
panies have little or nothing avail- 
able to’ make news or useful pub- 
licity. Honest publicity counsel will 
never tell you they can sell your 
dead horse.” 

Mr. Sasso urged his audience to 
take the time to study successful 
publicity techniques, to understand 
where publicity fits into the over-all 
promotional picture. He said a 
“technical publicity” staff must op- 
erate under responsible, experi- 
enced direction and that sound 
knowledge of media editorial per- 
formance and standards is neces- 
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Run on stockings! 


Market Tip: Watch girls’ legs. 

You've heard of stretch socks for men. Well, did you 
know that, last Christmas, hosiery sales were the largest 
in history? That they sold 14 million dozen extra pairs — 
and the credit goes to stretch socks? One size fits every 
guy. Buy Uncle Harry a pair for Christmas without won- 
dering: if he’s still got gout. (Buy Junior a pair anytime 
— they grow with his feet.) 


Now they’re doing it with full-fashioned nylons — and 
girls use more stockings than anybody! 


Boom’s on —and the mills turn to whom for details on 
producing, knitting, and dyeing stretch yarns? TexTILe 
Worvp. Readex Reports indicate that over 7,000 of our 
subscribers read our most recent feature on it. It was 
timely —in fact, ahead-of-time-ly. 


No crepe hanging! 


“TEXTILE DEMAND of the future can be met 
only by mill modernization and expansion on 
a very substantial scale,” says TW in an ex- 
citing article, Textiles to Become a Growth 
Industry? Mill capacity was 133% greater 
than output in 1925, but overcapacity was 
down to 78% by 1953. Now some people pre- 
dict an 11% production growth in ’55. What 
happens when you're threatened with under- 
capacity? You build, expand. New era start- 
ing! Get into the Textile Whir!! 


Carpets fying! 


In tHE TextTite Wuirt you ride flying car- 
pets! Tufted, that is. Six years ago, tufted 
rugs were a bit of lint in the textile business. 
This year, they'll use 130 million lbs. of cot- 
ton in tufted rugs alone! 


Any size the lady wants, decorator colors, 
latex-backed for no-slip. And low prices that 
have opened huge new markets. We know 
one mill that’s gone from zero to 1,000 em- 
ployes since 1949! 


Go after buyers like this in TextiLeE Wor.p, 
where items like tufted rugs get continuous 
treatment. And buyers come looking for you 
in the annual Fact Fixe issue. Use both, and 


you cover them like a rug 


Spread the cloth! 


Wirth epiToriAL HQ in Green- 
ville, S. C., and editors up North 
too, TexTiLE Wor ;p is as Yankee 
as pot roast, as Rebel as julep. 
All through the world of textiles, 
it leads in circulation, mill-man- 
agement subscribers, readership— 
and advertising volume. 


And now READEX clocks reader- 
ship of ads and editorial content, 
issue after issue. Advertise in 
Textite Wor.p, and get good 
measure! 





...if your story’s in Textile\ pr] 


——J 


®@ @ 


McGRAW-HILL 


—and its Annual FACT FILE Issue 
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sary for effective publicity work. 

He gave this final warning: 

“Watch out for the guy who gets 
enthusiastic over a relatively insig- 
nificant item and proposes a colos- 
sal mailing to hundreds of publica- 
tions. He’s thinking of clippings and 
not of effective publicity. The pin- 
point article in the right media is a 
lot tougher to write and place. That’s 
why competent publicity counsel 
must ask a reasonable fee. 

“When a publicity man offers to 
evaluate your program on ‘equiva- 
lent paid space’ be careful. You 
can’t confuse advertising and pub- 
licity . . they are different breeds of 
cat. But they can be coordinated 
very effective company 
if you make sure to 
and your counsel 


towards 
promotion, 
know what you... 
.. are doing.” 


You, too, can have an agency 
cost accounting system for $200 
™® PHILADELPHIA .. An agency’s cre- 
ative ability and financial stabil- 
ity are less important to an adver- 
tiser than an adequate agency cost 
accounting system. 

Frank G. Japha, who set this 
theory before a meeting of the East- 
ern Industrial Advertisers here, said 
that such a cost setup is essential 
because it: 

1. Helps the client determine 
whether the agency is giving him 
all the “extra services” it can afford 
on the income from the account. 

2. Provides assurance that the 
agency is making a fair profit on 
the client’s business with which to 
continue to render highest level 
service. 

3. Guarantees that some less 
profitable account is not draining off 
profits and services that the client 
should be getting. 

Mr. Japha, who is executive sec- 
retary of National Advertising 
Agency Network, said that an ade- 
quate cost accounting system can be 
installed in any agency for less than 
$200. The benefits of such a system, 
he maintained, accrue not only to 
the advertiser, but to the agency 
as well, since “by knowing the cost 
facts in regard to the account, the 
agency can make sure that it gives 
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Old Timers .. Talking things over at Old Timers meeting of Industrial Advertisers 
Association of New York were (l]. to r.) Malcom S. MacNaught, McGraw-Hill Publishing 
Co.; George A. Frye, Doyle, Kitchen & McCormick; and George J. Seaman, McGraw-Hill. 


all the services the account de- 
serves.” 

Where cost evaluation shows an 
account to be unprofitable, he con- 
tinued, the answer is not to resign 
it, but to ask for more money. “Busi- 
ness men,” he said, “expect to make 
a fair profit in dealing with their 
customers, and they expect agencies 
to make a fair profit.” 


The full story on direct mail 

told in new NIAA handbook 

™ NEW yYoRK .. A comprehensive 
handbook covering just about every- 
thing you need to know about in- 
dustrial direct mail has been dis- 
tributed to members of the National 
Industrial Advertisers Association. 

Product of NIAA’s direct mail 
committee, whose chairman is H. C. 
Henderson, director of the direct 
mail division of McGraw-Hill Pub- 
lishing Co., the 64-page book was 
written by Edward N. Mayer, Jr., 
president of James Gray, Inc., New 
York direct mail service organiza- 
tion. 

The handbook deals with copy 
formulas, postal rates and regula- 
tions, handling of inquiries, equip- 
ment and _ personnel, 
production and distribution, for- 
mats, mailing lists and “rules” for 
successful use of direct mail. One 
section discusses the essential dif- 
ferences between industrial and 
consumer direct mail. 

The book is the result of a sugges- 
tion originally set forth by Arthur 
R. Tofte, manager of advertising 


costs. of 


and the industrial press department, 
general machinery division, Allis- 
Chalmers Mfg. Co., Milwaukee, 
when he was chairman of the NIAA 
direct mail group in 1952. One of 
the book’s 17 main sections, “Re- 
search-by-Mail,” is devoted to a 
discussion of the Tofte report re- 
sulting from a survey of direct mail 
practices conducted by his commit- 
tee. 

Printed in two colors, the hand- 
book makes functional use of the 
second color in the section devoted 
to postal rates. Here every reference 
to a rate or a weight is printed in 
blue, so that the user of the book 
can easily spot places where correc- 
tions may have to be made in the 
event of future post office regula- 
tion changes. 

“The handbook,” says Mr. Mayer, 
“is aimed principally at informing 
industrial advertisers how they can 
get inquiries that can be followed 
up properly. It is the only place 
where quantity vs. quality of in- 
quiries is discussed.” 

John C. Freeman, NIAA presi- 
dent, declared it is “the only direct 
mail handbook ever put out by an 
advertising association.” 

A copy of the book has been sent 
without charge to each member of 
NIAA, and additional copies may be 
procured by members at a special 
rate below the regular $5 per copy 
price. Negotiations are under way 
to make the special rate available 
also to members of the Direct Mail 
Advertising Association. * 





WELCOME TOA 


|. the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What’s on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


IN ADVERTISING! 


The Advertising Man's Best Buy! 


NIAA ...the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole stow | 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 


Company 
Nature of business 
Address 
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management 


forum 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 





Company heads list ways to keep sales, 


distributor personnel working, happy 


What keeps a salesman’s or a distributor's morale and effectiveness high? To find out 
and to form a checklist of what management is doing these days about this question, IM 


queried top executives of selected companies. Their replies appear below. 


Some of the things that the company heads have listed are the responsibility of the sales 
executive. For the views of the advertising executive on a related question, see page 62. 





Ned A. Ochiltree 
President 

Ceco Steel 
Products Corp. 
Chicago 


® ceco is doing a lot of things to 
keep morale high on its sales force. 
We believe a sales career in our 
company is a good bit like married 
life . . a lot depends on the court- 
ship, and how the bride and groom 
live up to the promises made at that 
time. 

So, we start with recruiting. We 
used to employ our trainees at the 
home office, run them through a 
training program and send them out 
to the district offices to work for a 
boss they probably had never seen. 

This obviously was wrong. Now, 
we have reversed the procedure. 
Our trainees, mostly engineers, are 
recruited locally, get their initial 
training in the district office where 
they learn by doing, then we help 
finish them later by having them 
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spend several weeks at the home 
office. 

We use all the usual tools . . sales 
manuals, samples, catalogs and at- 
tendance at producer’s council meet- 
ings and builder shows. 

We are now insisting on a regular 
program of cold calls on new pros- 
pects. We are selling the sales force 
on the fact that this is the only way 
to increase their contacts and their 
lists of customers. We support them 
with a flying squadron of home of- 
fice specialists. Someone from the 
home office is always ready to be on 
the job overnight to help them with 
any unusual situations. 

We make a continuing study of 
compensation levels . . with salary 
ranges wide enough so that a sales- 
man can make headway salary-wise 
if he produces. This, plus a generous 
bonus plan, also tied to performance, 
gives him plenty of incentive. We 
depend upon this system, fairly ad- 
ministered plus the fact that, 
wherever possible, we promote from 
within to keep our salesmen 
Ceco-minded. 

We do not have very many dis- 


tributors. Those we do have, we are 
careful not to compete with. This 
is not easy to do in selling construc- 
tion materials. We pick them care- 
fully. We protect their territories 
and we try to give them the right 
product for that territory . . at the 
right price and with dependable 
service. Where it is desired, we help 
train their men and furnish them 
with the same advertising and sales 
promotion tools our own salesmen 
use. 

Despite booming construction, we 
have a buyer’s market. Customers 
demand perfection in both product 
design and in service, and certainly 
our prices must be competitive. It 
is a 24-hour-a-day job to maintain 
customer relations, or to keep sales 
morale high, under such conditions. 
We have found that we must mini- 
mize errors, improve quality and 
maintain service. What is more im- 
portant, when we fall down we must 
quickly find out why and do some- 
thing about it, so our people on the 
firing line will know we are trying 
just as hard as they. 

Stimulating interest .nd keeping 
morale high under present competi- 
tive conditions is a tough job in our 
industry, unless you have the right 
products at the right price, sup- 
ported by dependable service. Then 
it becomes a problem of communi- 
cations. If you are honestly trying 
to do a job, your men in the field 
have to be told about it in such a 
way that they believe in the com- 
pany, its management, its products 
and its service. Win all these battles, 


and you are in! 
Continued on page 124 





This year do you plan to bag any “Highflying Bigwheels’ of Industry and Business? 





WHO REALLY BUYS? 


Survey shows most top brass gets in the act 


TOP MANAGEMENT 





4 BOARD CHAIRMEN 
% who participate 
in buying 
% who state President 
also participates 





PRESIDENTS 
% who participate 
in buying 





OWNERS 
% who participate 
in buying 





VICE PRESIDENTS 
% whe participate 
in buying 
% who state President 
olso participates 








TREASURERS 
% whe participate 
in buying 
% whe state President 
 —oe 
also porticipates 











SECRETARIES 
% who porticipate 
in buying 
% who state President 
also participates SS 








GENERAL MANAGERS 
% who participate 
in buying 
% who state President 
also participates 








ASS'T GEN'L OFFICERS 
% whe participate 
in buying 
% who state President 
olse participates 





PRODUCTION HEADS 
% whe participate 
in buying 
% who state President 
olso participates 








SALES MANAGERS, 
DEPARTMENT HEADS, 
PURCHASING AGENTS, 
COMPTROLLERS 

%e who participate 

in buying 

% who state President 

also porticipates 








executives from as many companies cocperated in this part of 
the survey. 


How does this buying-authority lineup check with your 
selling strategy for 1955? Have you planned to earn 
the right to be considered where it counts most? 


Isn’t this pattern of buying-authority (see chart) pretty 
close to what exists within your own company? Doesn’t 
it present the big selling problem to firms seeking to 
do business with your own organization? 





How can you successfully meet your similar basic sales 
problem if you neglect to seek a solution and act on it? 


When you consider that 70.8% of the circulation of 
Dun’s Review and Modern Industry is in the names 
of leadership-level men from general manager up, you 
can understand why we keep reminding you: When 
top management decides, everybody acts! Plant 
your ideas at the top—the roots will reach way down. 





Dun’s Review and Modern Industry provides you 
with an unequalled opportunity to address the calibre 
of men who control and direct the activities respon- 
sible for about 80% of any industry’s volume. And 
this is your shortest route to the “center of author- 
ity’ in major business enterprises, including 41,514 
of the nation’s best manufacturing plants. 


Here’s real opportunity to earn the right to be con- 
sidered where there is big buying to be done. And 
here’s where you can afford the continuity of promo- 
tional impact needed to make a dent, not a dimple in 
a #1 industrial market. 


For immediate, detailed information —see service ad, Section 69, Business Publication 
Rates and Data (SRDS) 





Chart from “Who Will Buy What Industrial Products in 


1955?” (December issue). 766 manufacturing companies 


Dun’s Review and Modern Industry is the one, 
among 7 outstanding business and news magazines, that en- 
ables you to reach so many presidents—and at the lowest 
advertising cost of any publication claiming executive and 
management coverage. 


told their buying plans already budgeted and under active 
consideration. They covered 77 classifications. Take just 


one important item: 42% of the companies are to undertake 





building expansion. Think of the magnificence of this sales 





opportunity—tailormade, perhaps for you! 





120,000 
This magazine gets thoughtful attention at the “center of authority” because its unique editorial 
service is directed to: Better management performance (the best way) to keep earnings ahead 





‘r Industry 
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DUN’S REVIEW and MODERN INDUSTRY 


A DUN & BRADSTREET PUBLICATION 


99 Church Street, New York Sales Offices: Chicago, Cleveland, Detroit, San Francisco, Los Angeles 








Robert C. Hood 
President 

Ansul Chemical Co. 
Marinette, Wis. 





® WE RECOGNIZE that our survival as 
a company depends on the interest 
our salesmen have in our products 
and the confidence they have in 
management. So we have developed 
a program, which we’re still trying 
to improve, aimed at maintaining 
sales force interest and building its 
confidence. Here’s what we're doing: 

1. Product training schools for 
salesmen and distributors’ salesmen. 
(Held both in the field and at 
headquarters. ) 

2. Customer training schools in 
headquarters. 

3. Weekly technical bulletins 
which describe new applications for 
our products, sales and engineering 
features and research and develop- 
ment progress on new products. 

4. Bi-weekly marketing bulletin 
which highlights new sales promo- 
tion campaigns, new advertising and 
publicity support, new sales litera- 
ture, sales manuals, contests and 
selling tips. 

5. Quarterly sales meetings with 
our five regional sales managers. 
The regional managers then hold 
follow-up meetings with their sales- 
men, distributors’ salesmen and with 
our dealers. 

6. Twice yearly field visits by top 
executives. In addition, our sales 
force has regular opportunities to 
meet with the sales vice-president 
and general sales manager on oper- 
ational and administrative problems. 

7. Refresher training for each 
salesman in at headqu <rters every 
two years. 

8. Daily interchange of corre- 
spondence, phone calls and wires 
in which immediate problems are 
taken care of. 

We recently realized that too 
much lag time had developed be- 
tween the point of sale and passing 
on the information required to move 
goods. It took too long to answer 
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salesmen’s questions, to provide 
them with what they needed when 
they needed it. Many other com- 
panies are facing up to this same 
problem today. 

To improve this 
have reorganized our sales depart- 
ment. We are giving greater line 
responsibility to our regional sales 
managers and we're obtaining more 
efficient use of our sales services 
manpower at headquarters by set- 
ting up our staff jobs along func- 
tional lines. 


situation, we 


By George L. Todd 
President 

The Todd Co. 
Rochester, N. Y. 


® WITH A SALES force of over 400.. 
divisional managers, office 
managers and salesmen in 32 offices 
from coast to coast . . we devote a 
substantial budget to informing and 
stimulating this widespread group. 

Our activities along this line could 
be classified as follows: 

1. Close liaison with the home 
office through divisional manager 
meetings in Rochester. These seven 
key executives, in turn, pass on 
product information and sales poli- 
cies through personal contact with 
the zone managers and salesmen in 
their divisions. Supplementing this 
effort are zone office meetings par- 
ticipated in by various members of 
the home office sales promotion 
staff. 

2. Printed communications, in- 
cluding the bi-weekly Todd Bulle- 
tin . . which has been published 
for 45 years . . and a bi-weekly 
general news letter for special com- 
muniques when speed is needed and 
space limitations of the bulletin pre- 
sent problems. 

3. An “open-end” incentive sys- 
tem on commissions which permits 
the salesman to develop an income 
directly proportional to his sales 


zone 


success. 
4. Sales contests from time to 
time, usually making use of mer- 





chandise prize programs, travel 
awards, and similar incentives. 

5. A public relations and publicity 
program, now in its eighth year. Re- 
sults of this program, in the form 
of clippings and reprints of major 
articles, are merchandised back to 
the sales force to stimulate pride in 
and to help make 


the company 
sales. 


George H. Johnson 
President 

Gisholt Machine Co. 
Madison, Wis. 


® AS MACHINE TOOL builders with a 
relatively broad line of machines, 
we have a special problem. 

In all, we manufacture 
basic lines of machine tools. Each 
line is competing with the other six 
lines for the individual’s attention. 
In addition, many of our competitors 
are specialists and, because of their 
size, are able to concentrate greater 
promotional effort on an individual 


seven 


line. 

Thus, we are interested in provid- 
ing our men in the field with com- 
plete information on all seven basic 
lines of our machines. 

With a large percentage of ship- 
ments in machines tooled for a spe- 
cific job our men in the field are al- 
ways interested in job applications. 
A full-time staff photographer re- 
cords almost every job before it is 
shipped. The most interesting of 
these are combined with pertinent 
data, printed up as a photo file and 
mailed periodically to all men in the 
field. These not only serve to show 
the kind of jobs being sold, but often 
suggest new applications to pros- 
pects with a similar problem. Prod- 
uct changes are handled similarly. 

This factual side is supplemented 
with a personal interest. At least 
one of the top people in our sales 
department is constantly on the 
road. These trips are planned 
around specific sales situations and 
have proved to be flattering to both 
the customer and our own man. 
They also offer an opportunity for 
the factory man and the field man 
to discuss problems on a personal 
level in an informal atmosphere. 

Continued on page 126 
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How to cover a market 
from the inside 


Miller Freeman publications are specifically designed 
to get your message onto the inside track of 


the industries they serve. 


They do this by: 


@ Locating each journal's staff in the central areas of their field of 
industry throughout the United States and Canada. 


Editing each journal in the field .. . with staff editors constantly 
contacting a wide range of industry personnel. 


Editorially cultivating and achieving readership in depth among 
buying and specifying personnel. 
CONSTRUCTION 


Helping advertisers with a field-trained sales staff. 


These are progressive publications, living and growing with the industries 
they serve. They are produced by an alert, versatile organization that 
has published superior journals since 1902. 


If you sell in any of the fields covered by these journals, you can be 
sure of getting behind the scenes and reaching deep and effectively 
into these markets by using . . . 





MILLER FREEMAN PUBLICATIONS 


Sea 


Pact 
MOTOR BORT 





NEW YORK * CHICAGO * SAN FRANCISCO * SEATTLE 
PORTLAND * LOS ANGELES » VANCOUVER (B.C.) * NEW ORLEANS 
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Raymond B. Seymour 
President 

The Atlas Mineral 
Products Co. 
Mertztown, Pa. 





@ BECAUSE OUR INDUSTRY is still in 
its infancy and is based on new 
technology, we have not used dis- 
tributors but have stressed educa- 
tional programs io show our sales- 
men and practical engineers how 
to use plastics for corrosion resistant 
applications. 

We attempt to acquaint our sales 
engineers with new information on 
the product line. We expect them to 
keep us informed on both failures 
and successes of plastic materials of 
construction under actual service 
conditions. In the absence of such 
reports, we would be dependent al- 
most entirely upon laboratory test 
data for the selection, design, fabri- 
cation and installation of plastics in 
corrosion resistant applications. 

Our educational program is not 
limited to our salesmen. Our policy 
includes the education of potential 
customers and even our competitors. 
Hence, we have published almost 100 
technical articles describing plastic 
applications. A 500-page book, 
Plastics for Corrosion Resistant Ap- 
plications, will be published by 
Corp. this 


Reinhold Publishing 
spring. 


Carl S. Hallauer 
President 
Bausch & Lomb 
Optical Co. 
Rochester, N. Y. 





® THE WIDE DIVERSITY of our prod- 
uct line . . ranging from complex 
spectrographic equipment for indus- 
try and research laboratories to 
Ray-Ban sun glasses for Mr. & Mrs. 
America demands an equally 
wide range of sales promotion, ad- 
vertising and public relations tech- 
niques. 
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Currently, we are about to be- 
gin our fourth year of intensive 
product publicity and public rela- 
tions activities designed to put our 
products and our company name 
before the readers of leading publi- 
cations. 

Also, on a periodic basis, we bring 
our entire scientific instrument sales 
force to Rochester to review past 
problems and plan for the future. 
By regular first-hand contact with 
the home office and its sales, re- 
search, manufacturing and execu- 
tive personnel, our field men are 
equipped to deal intelligently and 
forcefully with product and service 
problems which arise in their terri- 
tories. 

An important sales promotion tool 
here is the Bausch & Lomb Maga- 
zine — a handsomely printed publi- 
cation now in its 3lst year. Over 
40,000 copies of this publication go 
to the ophthalmic professions 
optometrists, opticians and ophthal- 
mologists throughout the United 
States and Canada. . bringing them 
our viewpoint on current problems 
in the industry, new optical de- 
velopments and allied information. 
Another house publication is issued 
monthly and is designed particularly 
for distribution to the salesmen rep- 
resenting our ophthalmic wholesale 
outlets. 

In our ophthalmic division, too, 
we give important emphasis to a 
public relations and product pub- 
licity program to acquaint our cus- 
tomers and the general public with 
the newest advances in product de- 
sign and the latest concepts in 
scientific eye care . . for good vision, 
general health and beauty. 


In all our sales operations we 
make continuous use of a variety of 
specialized sales tools. Sales manuals 
are designed to facilitate the sales 
task of our own salesmen and those 
of our distributors. Demonstrators 
are designed to dramatize technical 
advantages of our products. Special 
containers and carrying cases are 
provided to enhance the presenta- 
tion of new products. In short, we do 
everything we can to make the 
salesman’s job easier, pleasanter and 
more productive. 








P. A. Sprague. Jr. 
Executive 

Vice President 

The Hays Corp. 
Michigan City, Ind. 





™ IN OUR PRIMARY field of power 
plant instrumentation, the large 
amount of specialty engineering re- 
quired on each job rules out the 
distributor as a significant marketing 
factor. Consequently, we have no 
distributor program in this field. 

However, a few of our low- 
priced, standard products are used 
in the heating and ventilating field 
where the stocking distributor per- 
forms an important function. 

Since we do not have our own 
sales force, our “morale” activities 
are directed toward our sales rep- 
resentatives. These activities in- 
clude: 

1. An annual national sales meet- 
ing at our plant. 

2. A rather elaborate quota-bonus 
program with monthly letters de- 
scribing sales techniques and ac- 
complishments. 

3. Frequent sales letters covering 
pricing changes, descriptions of new 
products and product applications, 
competitive product information, 
and market data. 

4. Personal contact with offices . . 
both on specific jobs and for meet- 
ings with all sales personnel. 

5. A demonstrator program for use 
by our personnel or representative 
personnel at one-man-showings or 
large group meetings. 

6. Letters from our service man- 
ager describing tips and “kinks” of 
interest to representatives’ service 
personnel. The service manager also 
visits offices occasionally to consult 
with service personnel. 

7. National product training and 
service training schools held at our 
plant. 

8. Participation in Industrial 
Marketing Associates with repre- 
sentatives and other non-competing 
manufacturers. IMA activities in- 
clude publishing a magazine six 
times per year (the 52,000 circula- 
tion is selected by each local repre- 
sentative) as well as cooperative 
market research. & 
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Roger Price, creator of the Droodle, 
defines his brain child as “a revolutionary 
new art form that will enable you to 
relieve nervous tension by Expressing 
Yourself.” A Droodle, then, is a 
combination of a drool and 4 doodle. Two 
of Mr. Price’s original Droodles 

will serve to illustrate this new 

medium in human communications. 


Drunk road builders—sober line painter 


8:72 train as seen by 8:121/y commuter 


® 
¢ 


By Merle Kingman 


™ DROODLES are hot copy in the 
world of industrial sales promotion. 

Inland Steel Co., Chicago, has 
made it so. 

By the time you look over the 
pictures and captions on this and the 
following pages, you will know, as 
do large numbers of other U. S. 
citizens, what droodles are (in par- 
ticular, see caption at left). And 
you will see how beautifully they 
were adapted by their originator to 
an attention-getting, hard-selling 
sales story for Inland’s creosote oil, 
a wood preservative. 


Taking It Seriously The 
droodles are shown just as they ap- 
peared as a feature in the com- 
pany’s new external magazine, “In- 
land” (see next page) and this is 
how they got there: 

William E. Geidt, advertising 
manager, who’s in charge of the 
publication, saw a book on droodles 


*- *« 


é 


, Droodles’ aoe sell 


0 


| 


. Inland Steel's creosote oil 


in a bookstore. “It was still on my 
mind,” he said, “when I had lunch 
the next day with some of the creo- 
sote boys in our company. I scrib- 
bled some droodles, and asked them 
to guess what they were. Soon we 
were all droodling, and tried some 
creosote droodles just for laughs. 
Then we started taking ourselves 
seriously.” 

That's how the idea started. 
Where it went from there is told in 
the brief article in “Inland,” accom- 
panying the droodles. The article is 
hardly more than 200 words . . four 
paragraphs telling what. creosote 
does for customers and how (it’s 
interesting, even when you're not a 
customer). Inland’s informal con- 
clusion: 

“While working on the problem 
of how to tell the story of Inland 
creosote’s sure protection against 
termites, we came across a very 
funny book: “Droodles,” by Roger 


















* Dying termite eating Lifesaver (in futile 
attempt to get horrible taste of Inland Creosote 
out of his mouth).”’ 


" . |? 


“Ambitious, but unscrupulous termite 
trying to potson rich relative with splinter 
from Inland Creosote-treated post.”’ 









Pe “Rich termite who has purchased his own 
~. ay cross tie and is taking it home to make sure 
it is never treated with Inland Creosote.” : 








** Bird’ s-eye view of Annual Termite 
Lodge Picnic detouring Inland 
Creosote-treated post in favor of 
untreated post.” 










“*Happy termites playing leap- 
frog after finding a post that was 
not treated with Inland Creosote.” 












“* Depressed termite committing suicide 
after finding that his new duplex 
apartment in fence post has just been 
treated with Inland Creosote.” 
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“Clever termite and part of 

largé fortune he amassed by setting up 
Funeral Parlor in good location 

(just outside fence post freshly treated 
with Inland Creosote).”’ 
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“Friends and relatives following casket 
of well known termite who mistook 

an Inland Creosote-treated cross tie for 
a smorgasbord.” 


Price (Simon & Schuster, 1953). We 
asked the imaginative Mr. Price to 
do a few droodles to help us get 
our sales point across. The results 
you see on these pages. 

“After looking at the droodles, 
we hope you'll carry away one of 
the following ideas: if you use 
wood, Inland creosote will make it 
last years longer; if you're a ter- 
mite, don’t play around with the 
stuff!” 

Not overlooking any bets, the 
company merchandised the 
“droodles” sales story to important 
Inland customers. Copies of Mr. 
Price’s book were mailed to a select 
list of 100 important customers. With 
the book, Inland included a special 
wrap-around, presenting the creo- 
sote oil droodles for illustration, and 
a blurb calling attention to them 
and how they came to be. 

Getting a story and art like this 
for your company publication takes 
a deft touch, but it isn’t as difficult 
or as costly as you might think. 

Inland hires the services of Tem- 
po, Inc., Chicago, to line up top- 
flight, free lance writers and to do 
the art work and production. Arti- 
cles are a combination of popular 
pieces with a few brief items about 
Inland. 

“We use good writers,” Mr. Geidt 
said, “and they are not as costly 
as you might think, providing the 
article you ask them to write is in 
a field they are familiar with and 
they can write it fast. Furthermore, 
they realize that a company publi- 
cation doesn’t have the budget of a 
mass-circulation, general magazine.” 

“Inland,” which has a _ subtitle, 
“the Magazine of the Middle West,” 
covers all kinds of popular subjects 
that are related to the Midwest, In- 
land’s market. The magazine is 82 
x1114”, printed offset in two colors 
on shiny stock. 


Cowboys and Indians, Too .. 
Other typical articles include a story 
about the Blackhawk Indian War 
in the Midwest, written by Tim 
McCoy, the veteran movie cowboy 
hero; a story by Robert W. Teich- 
mann about the unique “Frostbite 
Regatta” held annually in the tricky 
November winds of the narrow Chi- 
cago river; a story on “Air Defense 
in the Midwest” and another on 


curling, a sport that is becoming 
the rage in midwest country clubs. 

Inland started the quarterly 
magazine experimentally to sell a 
certain aspect of the company in a 
certain way. Mr. Geidt explains it: 

“The company is a stable one that 
will never cave in when times get 
tough. (That can be to a customer’s 
advantage.) We don’t come out and 
say it in our magazine, but we im- 
ply it. 

“There is only so 
can say about yourself and then it 
gets dull. So we give our readers 
(customers) some other, very read- 
able, popular stuff. Stories about 
Inland are there, but they’re sand- 
wiched in between. 

“We give the customer a ‘Show 
of Shows’ .. something he enjoys 
. . so we can hold him for the two- 
minute commercial.” 

After the first issues were dis- 
tributed, Mr. Geidt conducted a post 
card survey of 1,000 executives on 
the mailing list. An attached busi- 
ness reply card offered a ballot to 
vote approval or disapproval of “In- 
land”: 

Dear Bill: 

I read your magazine and I like it. 

I read your magazine but I don’t 
like it. 

Ete. 

Of 635 cards that came back 
a 63% return .. the great majority 
said they liked “Inland”; only five 
said they “don’t like” it and two 
said they “don’t have time” for it. 
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Popular Stuff . . Inland external 


magazine stresses popular, easy-to- 


articles of 


particular interest 
westerners (where Inland customers 
concentrated). Above 

article on ‘Frostbite Regatta 

river. Stories on the company are 


wiched in between. 


In its first year, “Inland” has won 
three awards: one for excellence of 
design from the Society of Typo- 
graphical Arts of Chicago; an award 
for reproduction from the National 
Lithographic Association; and an 
award for writing and editing from 
the Industrial Editors Association 
of Chicago. 

Even for someone as hard to 
please as Bill Geidt, that probably 
will be considered satisfactory 
enough to continue publication. & 





QUESTION 
WHY A FIRE-RESISTANT FLUID? 


ANSWER 
FLUIDS SPRAY FARTHER THAN YOU'D THINK! 


PPURAGL. fag US Put. Oilien Memste trode mend toy 








beudes being FIRE-RESISTANT 
PYDRAUL F-@ «eo 
TOP GRADE HYDRAULIC FLIND 


exncetiont tubrictty 
Yery hugh fee wrangth ond oxtewnw 


No adverse aflect so etmis food so bydrast <ystea 


£ crraghe .yrthene Dues ost ovaporate w cegure ce 
nt goahity choc 


ng creme ie Cae be vechmeed for ee agen and agpans 


Bath teutd ond epee ary uahe i saeniews: byt eos op 
vies, fe soe heading 6 oered 


THE FORE-RESISTANCE OF PYORAUL F-9 HAS BEEN ATTAINED WITHOUT 
SACRIFIONG ANY IMPORTANT HYDRAULIC FLUND SERVICE GHARACTERSTIC 








Quiz . . Monsanto Chemical Co. uses question-and-answer technique in | 
moting fire-resistant hydraulic fluid. Second color heightens interest. 
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Pay fer Long-Range Selling 

® Most compensation systems for salesmen pro- 
vide incentives in the form of bonuses, for volume 
in excess of sales quotas. The problem of the 
salesman, therefore, is to keep his current produc- 
tion up to the maximum, so that he will earn 
extra compensation over and above his base 
salary. 

But suppose the selling process is a long-term 
operation, which may take several years to blossom 
into an order? What is the best method of com- 
pensation under those conditions? Will the sales- 
man who knows that he has a good prospect, but 
that he cannot hope for actual business for a long 
time to come, grow discouraged and turn his at- 
tention to business which appears likely to de- 
velop in a much shorter time? 

Walter P. Paepcke, chairman of the Container 
Corporation of America, and IM’s Industrial Ad- 
vertising Man of the Year for 1954, feels that in 
that business, where engineering service is the 
basis of long-term relationships between buyer 
and seller, the bonus or incentive program is out 
of place. Salesmen of Container are called pack- 
aging engineers, and they are paid on the basis 
of their ability, and not entirely with regard to 
current volume. 

“Sometimes it takes a man three years to de- 
velop an account,” he says. “We want every sales- 
man to work just as hard on the business which 
requires long-term effort as on current sales. It 
is only in this way that volume can be built 
soundly and future sales potentials can be de- 
veloped.” 

Good performance is recognized by increased 
compensation, but is not tied directly or exclusive- 
ly to the volume of sales production. The company 
thus tries to build professional competence in 
providing basic services which lead to permanent 
customers, and to recognize ability in presenting 
the company’s products and services, without al- 
ways using the yard-stick of current sales vol- 
ume. 

Compensation for salesmen is a basic problem 
in industrial marketing. We shall be glad to have 
comments from other executives as to the best 
plans they have developed, in line with the speci- 
fic requirements of their own selling operations. 


Communication as an Agency Function 

# We were interested to learn from Marsteller, 
Rickard, Gebhardt & Reed, industrial advertising 
agency, that it conducts an annual competition 
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speaking 


y 


among its executives, for the purpose of recogniz- 
ing achievement in the field of creative writing. 
Those who deliver addresses or publish articles 
relating to the field of the agency compete for 
annual bonuses. The entries are judged by outside 
authorities, and the awards are substantial enough 
to be worth while in themselves, while at the 
same time providing the kudos which all creative 
men enjoy. 

The agency business is essentially creative, and 
ability to develop and express ideas effectively is 
an important part of the equipment of agency 
talent. However, it is obvious that not a great 
many people in this business are encouraged to 
be articulate, to present ideas which may chal- 
lenge accepted practice, or suggest new and better 
ways of doing the old things. Stimulation of effort 
in this direction assists agency men to develop 
their abilities in this field, and at the same time 
provides opportunity to uncover useful informa- 
tion and ideas which will assist the agency and 
its clients. 

We should like to see more effort along this 
line, as any business which is essentially dealing 
with communications needs to assist its people, 
particularly younger men, to think creatively, to 
express their ideas, and to adopt an attitude of 
questioning and challenge to accepted and con- 
ventional concepts of agency service. 


Why Subsidize Editorial Service? 

= A debate seems to be developing among pub- 
lishers, especially in the field of product informa- 
tion, publicity organizations and advertising man- 
agers as to whether manufacturer should pay for 
engravings used in illustrating articles describing 
their products. 

Many companies have offered to defray this 
expense, and encourage editors to bill them for 
cuts used in publicity articles. Others offer to send 
cuts or mats, and to this extent reduce the cost of 
editorial service related to their products. 

It seems to us that any piece of news which is 
submitted on the basis of reader interest should 
stand on its own merits. Publishers who are work- 
ing to serve their readers should not be inter- 
ested in a subsidy from the supplier, since this 
implies that the service is rendered primarily to 
the manufacturer rather than the reader. 

No editor who puts news values first in con- 
sidering editorial material wants to confuse it 
with assistance from the source in meeting the 
costs of editorial service. 
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This is a“house advertisement, addressed to readers, 
which appears frequently in FOOD PROCESSING 











Have you wondered 





why this magazine 


comes to you 


...Without charge? 


oy LIKE MANY others, you've always 
thought that all publishers make their money, 
or much of it, from the subscriptions they sell. 


‘Tisn't so... 


... no, ’tisn’t so. With the exception of a few 
general magazines (e.g. READER’S DIGEST*) that 
sell hundreds of thousands—some millions of 
copies— most industrial publishers with rela- 
tively small circulations actually lose money 
on their subscription sales. 

Then how do industrial publishers make 
money? As you can guess, they make it from 
the advertising they sell. Total subscription 
sales are hardly a “drop in the bucket” com- 
pared to‘advertising revenue. 


Advertisers demand best coverage 


Since advertisers pay the bills, they demand 
best possible coverage of all important men 
in the fieid. So it’s up to the publisher to pub- 
lish the most readable magazine possible . . . 
then to insure coverage of the maximum num- 
ber of the best readers. 

You can’t do that by selling subscriptions 
—sales costs are high—a large share of the 
subscribers cancel each year—and no matter 


*Reader’s Digest has since announced that they will accept advertising, 
beginning with their April, 1955 issve. 


how much time, money, and pressure is used 
there are always some of the important men 
who will never buy. 

As you can see, the most effective method 
of getting the kind of coverage advertisers 
want is (a) to hand-pick the most important 
men; (b) send the magazine to ALL these men; 
and (c) to make the magazine so interesting, 
so valuable that they will want to read it. 


That’s why... 


... Food Processing is sent only to qualified 
readers... selected management and tech- 
nical key-men in the food industry; that’s 
why you get Food Processing at no cost— 
that’s why we spend thousands of dollars on 
each issue to make it worth your time to read 
it. For you are an important reader in the 
food processing field. 





Food Processing 


Published by Putman Publishing Company 


Creators of PUTMAN-STYLE Magazines 

. .. terse, vital editorial; **hand-picked’’ circulation; 
square, high-visibility format; quality readership; 
hence more READER ACTION 


PUTMAN PUBLISHING COMPANY 


111 EAST DELAWARE PLACE e 


CHICAGO 11, ILLINOIS 


Publishers of: FOOD PROCESSING + CHEMICAL PROCESSING + FOOD BUSINESS 
“Executive Magazines for Industry” 
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"Excellent medium," _ | nhews 


Civilian atomic energy comes 
of age with big show this year 
™ NEW YoRK . . The “world’s first 
major atomic exposition” has been 
announced. 

It will be held in the Cleveland 
Municipal Auditorium next Dec. 12- 
17, under sponsorship of the Engi- 
neers Joint Council, a group made 
up of about a dozen technical or- 
ganizations. 

Purpose of the exposition is to 
further the interchange of informa- 
tion on civilian uses of atomic en- 
ergy. 

The exposition hall’s 225,000 
square feet of exhibit space will be 
filled with exhibits showing major 
developments in industry and sci- 
ence related to atomic energy, ex- 
hibits of application of atomic by- 
products in industry and exhibits by 
suppliers to atomic industries. 


New book tells how to forecast 
® WASHINGTON . .The Chamber of 
Commerce of the United States 
has issued a 30-page booklet, “Busi- 
ness and Economic Forecasting,” 
which shows how economists do 
their business forecasting and indi- 
cates dangers and shows how to 
avoid them. 

The booklet is available from the 
Chamber, Washington 6, for 50 cents 


a copy. 


CIT. Gets Results PDO from WS) oe oe ese eae 


| mot good enough, Cherne says 
And so do countless other Wall So they act when they are made | m= cmicaco . . The new year has 


Street Journal advertisers. aware of a product or service their | “entered like a lion,” but it will 
The reason: This publication is business needs or can well use. “leave like a lamb” unless business 


: : ; d industry step up selling efforts, 
5 J an 
attentively read because of its use- And it’s The Wall Street Journal wisiihlinn ‘te: Kan: Chavis. ampeatbie 


ful content, by businessmenevery- that keeps them aware of business director, Research Institute of 
where. And these businessmen .. . every business day. What an America. 


know a good thing whentheyseeit. advertising medium! He told members of the Chicago 
Sales Executives Club 1955 will be 


Circulation: 317,381 a year of a “static, safe economy” 
ABC attained — Sept. 30, 1954 | but only because business itself 
will not take action to make it a 


THE WALL STREET JOURNAL | Dynami, energy, imagination, 


— cHIcaeo aggressive sales and promotion can 
ee 44 Broad St. 711 W. Monroe St. make this a year of unequaled per- 
Published at formance,” Mr. Cherne said. But he 


> DALLAS SAN FRANCISCO , 
911 Young St 415 Bush St. said he does not believe this will 
be the case. 








Continued on page 133 
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news | CLIP THIS...to keep 


are ho _ your trademark right 


He sees the months ahead as “an 
easy road, easily traveled,” which - ’ 
will give the national economy a in your customer 7 hand ! 
boast of about 3% over 1954. He pre- 
dicted only this moderate increase 
because selling and _ promotional 
efforts do not match the tremendous 
market potential. 


ZIPPO MANUFACTURING CO. 


Dept. 1-22, Bradford, Pa. 


I 

I 

Ad production, promotion : 

show to be held in Chicago : 

™ cHicaco .. The National Ad- i 
vertising Industries Exposition, de- 

voted to advertising production, i 

promotion and merchandising, will I 

be held in Chicago June 26-29. i 

The show will fill 110 booths in | 

I 

I 

i 

I 

i 

i 

I 

te 


Please give me full information about business gift Zippos—prices in large or 
small quantities, time of delivery, opportunity to use color, and the help your 
design department will give us in making a beautiful and distinctive gift. 


the Morrison Hotel’s exposition hall. 
Its aim is to give advertising execu- 
tives information about art, photog- 
raphy, typography, printing, lithog- 
raphy, engraving and electrotyp- 
ing, packaging, labeling, displays, 
exhibits, visual aids, specialties, pre- 
miums and related activities. 

The exposition will be held under 
the auspices of L. William Baker & 
Associates, Omaha. The exposition’s 
Chicago office is at 19 S. LaSalle 
St. Marcus W. Hinson is associate 
director. 


Name 


Firm 


fat 








Thousands of trademarks jostle one another for attention in today’s 
market place. Make sure that yours is often seen! Have it engraved 
in rich, authentic colors on the satiny surface of a Zippo—as a business 


Census Bureau asks fast reply gift, or special award within your firm. 

for business census data Then your message will flash into view 20... 40. . . 60 times a 

= wasHIncTON .. The U. S. Ceiisus day, just as surely as each Zippo flashes into flame. Your trademark 

Bureau is asking for help. becomes a valuable selling tool, giving long, long mileage at very 
Forms for the 1954 censuse; of 

business, manufacturers and miner- 

al industries now are being sent to 


more than 3,000,000 stores, factories 
and mining establishments. faithfully reflected by the special 


The Census Bureau asks these quality of Zippo. Superbly made 
businesses to fill out the forms ac- to work easily and perfectly 
curately and return them promptly | under any conditions, Zippos be- 
so that the census can be assured of | come cherished lifelong compan- 
success. ions — used proudly at business 
meetings ...on social occasions 
Technical writers’ group and outings. And your trademark 
to hold constitutional meeting travels with them, always! Send 
® BOSTON . . The Society of Tech- the coupon now! 
nical Writers, Boston, an organiza- 
tion of 300 writers, editors and edu- 
cators in the technical publications 
field, will hold a national constitu- 
tional meeting March 19 at Hart- 
ford, Conn. Delegates from many Genuine Zippo Fluid and Flints make all lighters work better. 
parts of the country will attend. The € 
society was founded here in 1953. 


modest investment. 
Whether your business is old 
or new, its special quality will be 





Lights easily... anywhere... always 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Fails, Ont 
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Give Them a Chance to Honor You. . Judces of industrial publica- 
tions competing for IM’s 1954 awards included business paper specialists (1. tc 
r.): George A. Frye, vice-president, James Thomas Chirurg Co.; Frank Long, 
public relations, Franklin Fader Co.; John DeWolf, vice-president, G. M. Basford 
Co.; Richard Giovine, advertising manager, Industrial Chemical Div., Commer- 
cial Solvents Corp.; Fay Keyler, president, O. S. Tyson & Co.; Frederick Borden 
(IM eastern editor, not a judge); Joseph T. Vinbury, advertising director, New 
Britain Machine Co.; Merle Kingman (IM managing editor, not a judge); Harold 
L. Elfenbein, advertising manager, Parker-Kalon Div., General American Trans- 
portation Corp.; Louis J. Lovisek, chief engineer, Parker-Kalon; Walter Funnell, 


executive vice-president, Sanger-Funnell. 


BUSINESS 


SHOW THIS AD TO 


NOW IS THE TIME TO 
PREPARE YOUR 

ENTRY FOR 

INDUSTRIAL MARKETING'S 
17th ANNUAL BUSINESS 
PAPER EDITORIAL 
ACHIEVEMENT COMPETITION 
AND AWARDS 





ACHIEVEMENT 


CLASS, INSTITUTIONAL AND 
1954 


me 


ee ea lished. 


For THE BEST CRAP 
SHED DURIN 


agencies. 


Le 8 SA 


Handsome first place bronze plaques will be 
awarded to editors for 1954 excellence. 





For EDITORIAL - Ll: easy to enter because the competition covers ma- 
terial published last year. You've already done the 
eur eSieAlreAr eS big part of the job. All you need do now, is to or- 


EIRSTEAWARO) TO ganize and enter material which you have already pub- 


Speeeerchnyee. This is your chance to dramatize the importance of 


high quality editorial content to both advertisers and 


INDUSTRIAL i You can enter your best editorial material in any 


or all of these five classifications! 
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PU 


YOUR EDITORS 


LISHERS .... 


45 AWARDS FOR BEST EDITORIAL WORKS OF 1954 


@ First place bronze plaques (15) and framed certificates of merit 
(30) are offered in three broad groups of business paper publish- 
ing: Group A. . industrial; Group B . . merchandising, trade and 
export; Group C .. class, institutional and professional. 


@ Winning entries will be named by three panels of judges, care- 
fully selected for their knowledge of the field served by each group 
of business papers. Each entry is examined by’ the judges of its 
group. 


YOUR ENTRIES ARE 


L. For the best series of related articles on one theme. The 
articles must appear in two or more issues. 


2. For the best single article or editorial serving the publication's 
field. Judges will consider either technical or general articles, 
editorials, news, and presentation of technical or product informa- 
tion. 


3. For the best single issue, special issue or annual issue de- 
voted principally to a single subject or central theme. Independent 
directories, or one-time publications are not eligible. 


SEND FOR YOUR ENTRY BLANK 


Use this coupon to 


order entry blanks 


NOTE: Deadline: March 15, 1955 
It’s earlier this year . . don’t be late! noes Panes 
Physical size of entries must not 
exceed 12” x 18”. Elaborate entries 
are not necessary. 
Any publisher may enter more 
than one entry in more than one 


Editor _.. 


classification. However, duplicate 


entries must be submitted. Also, Publication 
when submitting multiple entries, a oo 


separate entry blank must be at- 


tached to each entry. 


INVITED 


Please send us... 
Editorial 
classified in the following group: 


[] A. Industrial 


@ Editors and publishers may enter published material from is- 
sues dated January, 1954, through December, 1954. This competi- 
tion is open to all editors of business papers published in the U.S. 
or Canada. The competition is not open to editors of internal or 
external company publicctions. Foreign language publications are 
not eligible. 


@ Deadline: March 15, 1955. SEND ENTRIES TO: Contest Editor. 
Industrial Marketing, 480 Lexington Ave., New York 17, N. Y. 


IN 5 CLASSIFICATIONS 


4. For the best graphic presentation appropriate to the publica- 
Individual articles or complete 
judged on design, format, typography or treatment of illustrative 
drawings or photographs. 


tion’s function. issues will be 


» For the best original publication, market or technical research 
published in a regular issue. Research must be initiated by and 
financed by the publication. 


Remember . 
publications in your own field. 


. your entry will be judged in competition with other 


IMMEDIATELY 


To: Merle Kingman, Managing Editor 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 


entry blanks (one for each entry) for the 17th Annual Bus 


Achievement Competition. Our publication should 


[] B. Merchandising, Trade and Export 


[] C. Class, Institutional, Professional 
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Advertiser changes .. 


Richard H. Koehler . . has succeeded Joe 
H. Serkowich, who has resigned as di- 
rector of advertising and publicity, West- 
inghouse Air Brake Co., Pittsburgh. Mr. 
Serkowich, who had heid that job since 
last June 1, has joined a Chicago adver- 








tising agency. Mr. Koehler formerly was 
advertising and sales promotion manager 
of the company’s LeRoi Div., Milwaukee. 


George W. Oliver . . who successively, 
since 1949, has been sales promotion man- 
ager, sales manager and vice-president 
and general manager of Thomas Collators, 
New York, has been named president. 





Gerard B. Meynell . . former assistant ad- 
vertising manager, Organic Chemicals and 
Pigments divisions, American Cyanamid 
Co., New York, has been named advertis- 
ing manager, succeeding Ernest K. Hunt, 


(4 + J * * > J | 
T m just trying ut on for size.” |} who was appointed public relations man- 


ager for the company. 


Robert C. Hulse . . former sales promotion 
For your own look at the executive picture manager of Stewart-Warner Corp.'s U. S. 
Machine Div., Lebanon, Ind., has been 
the 2,5 i 
( ,500,000 men who manage U. S. industry), named to the newly created post of mer- 


write T. E. Ryan, Research Director, TIME, The Weekly Newsmagazine. chandising manager. James M. Darnell, 
| assistant sales promotion manager, has 


been named sales promotion manager. 


Motheral Selin 


r of 


ltts- 


George B. Motheral . . former manage 
jlass advertising and promotion, P 
burgh Plate Glass Co., has been ag 
pointed advertising manager, Hagan Corp., 
Pittsburgh. 

L. A. Selin . . former assistant sales man- 
ager, Eaton Mfg. Co., Cleveland, has been 


named sales manager. 


Edward L. McDonald . . who formerly 


One alwa SE Uk tf handled administrative and special ad 

ays’ a. SS’ OU eee vertising projects, aluminum and chem- 

| icals divisions, Kaiser Aluminum & Chem- 

IN EXHIBITS IT’S | ical Cc rp., Oakland, Cal., has been named 

assistant advertising manager for the 
i corporation. 

r NEW YORK'S LEADING 

DESIGNERS AND BUILDERS OF | Donald F. Whitehead . . former adminis 

c DISPLAYS AND EXHIBITS | trative assistant to the vice-president of 

| sales, Standard Register Co., Dayton, O., 

* WRITE FOR BOOKLET | has been appointed to the newly-created 


ae ee 
CORPORATION 





96-20 43RD AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 position of assistant sales manager. 
BRANCH OFFICES: ATLANTA + CLEVELAND + SYRACUSE Continued on page 137 
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301/Circle on Readers’ Service Card 


How to write letters to help 
your salesmen sell more 

Six sample letters a sales manager can 
send his salesmen are included in a port- 
folio offered by Mead Sales Co., Dayton, 
O., to demonstrate various types of Mead 
paper and letterhead designs. The letters, 
easily and interestingly written, can be 
used to chide, encourage and praise sales- 
men . . toward better results. 


302/Circle on Readers’ Service Card 


How to insure production 
of high quality electrotypes 

A 20-page booklet, ‘Basic Requirements 
for Electrotypes,” gives valuable tips to 
advertisers who use electrotype plates. It 
tells how the advertiser can help the elec- 
trotyper by giving him enough time to do 
a good job, by having the job carefully 
planned and by issuing correct instructions. 
The illustrated booklet, offered by the In- 
ternational Association of Electrotypers and 
Stereotypers, Cleveland, also gives tips for 
the engraver and the printer. 


303/Circle on Readers’ Service Card 


A look at the past gives 
a glimpse of the future 

“Twenty-five Years That Remade Amer- 
ica” is the title of a booklet offered by 
Business Week, New York, to mark its 25th 
anniversary last year. Booklet traces the 
changes that have taken place in American 
Industry since 1929. It points out how sal- 
aries and wages, population, production 
have grown. It projects this growth into the 
future, predicting “an even better, more 
prosperous America” during the next 25 
years. 


304/Circle on Readers’ Service Card 


Non-metallic minerals market 
looks big for 1955 

Who will buy and what they will buy, 
from the non-metallic minerals industry 
during 1955 is told in detail in a 32-page 
booklet offered by Pit & Quarry, Chicago. 
It gives data on plans of the field's biggest 
customer . . construction. It reviews activ- 
ities during 1954 and gives specific predic- 
tions for future sales of cement, sand and 
gravel, crushed stone and oiher non-me- 
tallic minerals. 


Use these return cards 
for publications 
mentioned on this page 


a * Send for these 


305/Circle on Readers’ Service Card 
Want to sell more in Canada? 
.- here’s help 

“Everybody's Talking about Canada,” 
says an 18-page booklet offered by Mac- 
lean’'s Magazine, Toronto. The booklet tells, 
and shows through graphs, why Canada 
is becoming a bigger and bigger market. 
It points to immense population gains, in- 
creases in national income, growing de- 
velopment of natural resources and swift 
development of all types of industry. Two 
other booklets dealing with Canadian mar- 
kets are listed below. 


306/Circle on Readers’ Service Card 
Canada is a big market 
for packaging machinery 

A folder offered by Canadian Packag- 
ing, Toronto, estimates Canada imported 
$25,000,000 worth of packaging machinery 
during 1954. About 80% of this import 
came from the United States. The folder 


Readers’ Service Dept. 


953 


\ lagloud-<—-1abeleo monte k- 


helpful selling tools 


gives a picture of the competition U. S. 
companies face from other countries in 
selling such machinery in Canada. 


307/Circle on Readers’ Service Card 


Canada is fastest-growing 
industrial market in the world 

A booklet offered by Power, New York, 
says Canada is the world’s “fastest-grow- 
ing industrial market” and tells briefly 
why this is so. It points out that such 
things as population growth make Canada 
a bigger market for all types of goods and 
that additional needs for electric power 
make a large part of this bigger market. 


308/Circle on Readers’ Service Card 
What's market for pumps 
in paper industry? . . answer 

The Paper Trade Journal, New York, of- 
fers a 23-page booklet giving results of a 
survey on the purchase and use of pumps 
in the pulp and paper industry. 


¥& Please print or type information below 





Please send me the following 
research and media data... 
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by 
Addressee 
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*Note inquiries for items listed not 
serviced beyond June 15, 1955 
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BUSINESS REPLY CARD 
Pirst Class Permit No. 95, Sec. 34.9 P. L. & B. Chicago, IL 
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INDUSTRIAL MARKETING 
200 East Mlinois St., Chicago 11, Il. 





Please send me the following 
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* Send for these helpful selling tools 


309/Circle on Readers’ Service Card 


Fluorescent color cards 
could help pep up your ads 
Radiant Color Co., Oakland, Calif., offers 
a pack of fluorescent color cards demon- 
strating seven brilliant “Velva-Glo” colors. 
The 3x51/2" cards are scored into four parts 
so that admen can tear off swatches to des- 
ignate color desired on layouts. 


310/Circle on Readers’ Service Card 


Here are two salutes 
to two big markets 

The Iron Age, New York, offers a special 
study on the industrial development of the 
West and the factors affecting that devel- 
opment in a booklet, “Salute to the West.” 
It gives details on specific areas and spe 
cifie industries, besides telling of popula- 
tion increases and giving data on income, 
labor and growth factors. A similar report 
on New England is listed below. 


- 





* 


311/Circle on Readers’ Service Card 
New England remains a top 
industrial market 

The Iron Age's “Salute to New Eng- 
land” tells details of the industrial market 
in that area and tells specific advantages 
that keep industry there . . superb research 
facilities, stable and skilled labor force, 
plus other factors. 


312/Circle on Readers’ Service Card 
Here’s the whole story 
on U. S. trucking industry 

American Trucking Associations, Wash- 
ington, offers its annual “American Truck- 
ing Trends,” a 30-page booklet that shows, 
through graphs and tables, just what's 
happening in the trucking industry. It 
shows such things as the number of trucks 
in use over the years since 1904, truck 
registration by state, ton-miles on various 
types of runs, type of equipment owned 
by truckers and much other data. 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 








BUSINESS REPLY CARD 
First Class Permit No. 95, See. 349 P. L. & RB. Chicago, Ill. 





Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 
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313/Circle on Readers’ Service Card 
Here's picture of market for 
electric motors, insulation 

A survey of 167 representative industrial 
plants is reported in folder offered by Fac- 
tory Management & Maintenance, New 
York. Survey shows size of electric motors 
used by various sized plants, frequency of 
motor failure, insulation use, prime con- 
siderations in buying insulation and buy- 
ing influences in the plants surveyed. 


314/Circle on Readers’ Service Card 
How .. and what.. you can 
sell to grain elevators 

Grain & Feed Review, Minneapolis, offers 
market study showing the equipment Mid- 
west grain elevators buy and also what 
the elevators sell. Equipment ranges from 
hammer mills to bag closers. 


315/Circle on Readers’ Service Card 
Woodworking industry buys 
multitude of products 

A market and media folder offered by 
National Hardwood Magazine, Memphis, 
lists 47 kinds of machinery, 15 kinds of 
raw materials, 29 kinds of supplies, 42 
kinds of equipment and 11 kinds of serv- 
ices the woodworking industry buys. It also 
shows examples of various sizes and kinds 
of woodworking plants and tells how the 
publication covers that market. 


316/Circle on Readers’ Service Card 
Chemical process industries 
are big, fast-moving market 

A market and media folder offered by 
Chemical Engineering, New York, says 
chemical process industries comprise one 
of the nation’s fastest-growing markets. 
Tables and graphs show this growth. 
Pictorial presentation shows what the 
market buys. 


317/Circle on Readers’ Service Card 
Feed manufacturing is a big 
market . . growing bigger 

There are 6,000 feed manufacturers do- 
ing more than $3.5 billion annual volume, 
says a folder offered by Feed Age, Chi- 
cago. The folder says the industry buys 
vast quantities of supplies and equipment, 
including ingredients, bags, processing ma- 
chinery and handling and packaging 
equipment. 


PRODUCTS SOLD 
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*Note inquiries for items listed not 
serviced beyond June 15, 1955 
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Advertiser changes . . 


David A. Wallace . . former assistant 
sales manager, Cincinnati Lathe & Tool 
Co., Cincinnati, has been appointed sales 


manager. 


Illinois Tool Works . . Chicago, has made 
the following promotions: Donald A. Per- 
moda has been named advertising man- 
ager of the Tool and Machine Division, 
and R. Douglas Toler has been named ad- 
vertising manager of the Shakeproof Di- 
vision. Both were formerly handling the 
advertising for their respective divisions 


DESIGN SERVICE 
Your cover personalized and de- 
signed in full color, using the 
binding material of your choice 
—submitted for your approval. 


as staff members under the company’s 
centralized advertising department. 


Janet K. Davidson . . formerly engaged in 
free lance art and advertising production, 
has been named advertising manager, 
Electric Regulator Corp., Norwalk, Conn. 


Charles D. Allis . . former assistant general 


manual on Loose 


Also, a complete 
Leaf cataloging. 


sales manager, McCulloch Motors Corp., 
Los Angeles, has been appointed general 


binding materials. 


Full line of 


ss 


sales manager. 


Everett A. Sisson . . former assistant sales 
manager, Brush Division, Osborn Mfg. Co., 
Cleveland ‘manufacturer of engineered in- 
dustrial brushes, has been named sales 
manager of the division. 


A. P. Green Fire Brick Co. . . Mexico, Mo., 
has announced the following changes: J. 
W. Swatek, former regional sales manager, 


rtable style 


if desired. 


has been named general sales manager, 


qualities of stock 


Plasti-Tab Indexes 
— special printed 
captions, 7 colors 
of plastic, 4 


and M. D. McClain, former sales manager 
of the company’s Woodbridge Division in 
New Jersey, has been appointed assistant 
vice-president. 


g actual 


in 


. 


E. G. Hauserman Co. . . Cleveland manu- 
facturer of movable steel interiors, has 
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made the following appointments: Howard 
F. Hayden, former director of market de- 
velopment, Meldrum & Fewsmith, has been 
named manager of sales training and de- 
velopment, and Dan M. Hauserman, former 


designs — “Rem-Bossed”, 
silk screened, hot stamped 


Cover panels show 
and top printed. 


statistical accounting supervisor of the 
company, has been named administrative 
assistant to the director of sales. 


J. C. Veltman .. former sales manager, 
Chicago branch of Iron Fireman Mfg. Co., 





Transparent 
full-color designs. 


Cleveland, has been named manager of 


CHOOSE YOUR CATALOG COVERS woh THE “x-RAY” VISUALIZER 


branch sales. 


Addressograph-Multigraph Corp. . . Cleve- 
land, has consolidated its methods, re- 


search and service functions under a new- 





ly-created research and methods division. 
C. S. Margach, former manager of methods 


Fz. e tor Fz. 7 Name. 


Room 1371, 315 Fourth Avenue, Title 
New York 10, N. Y. 








and sales training, has been named di- 


recter of the new division, and C. L. Firm 





Kindly send your ‘X-RAY’ 
VISUALIZER—"Cover Appeal Address. 


for Sales Appeal’’—for my city ani _ 
inspection. " 4 


Comegys, former manager, research and 
service division, has been named assistant 





director. 
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Continued on page 138 
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Here’s how to give 
your sales program 
more authority, 
more persuasive punch! 





4 


Read the whole story in a few words... 


see S. D. WARREN'S message in 
THE SATURDAY EVENING POST 
for March 12 
U.S. NEWS & WORLD REPORT 
for March 18 
and BUSINESS WEEK for March 19 
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Advertiser changes . . 


Edward K. Welles, Jr. . . former easiern 
district sales manager, Besly-Welles Corp., 
Beloit, Wis., has been named advertising 
and sales promotion manager. 


Gerald L. Glespen . . former assistant man- 
ager, refinery chemicals department, 
American Cyanamid, New York, has joined 
Hooker Electrochemical Co., Niagara Falls, 
N. Y., as sales analyst. 


Wilton Tool Mfg. Co. . . Chicago, has 
made the following appointments: Alex J. 
Vogl has been named to the newly-cre- 
ated position of vice-president of sales 
and William J. Ferrick, former assistant 
sales manager will succeed Mr. Vogl as 


sales manager. 


Coulson Raasch 


A. L. Coulson . . former assistant sales 
manager, Ford Instrument Co., a division 
of Sperry Corp., Long Island City, has 
been appointed sales manager of the sales 


division. 


Harvey A. Raasch . . former assistant ex- 
port manager, Le Roi Co., Milwaukee, has 
been named new export sales manager, 
Hyster Co., Portland, Ore. He will locate 
at the company’s export division offices in 
Peoria, Ill. 


Ross R. Fernow .. has been appointed 
manager and William M. Artz, assistant 
manager of glass advertising and promo-- 
tion for Pittsburgh Plate Glass Co., Pitts- 
burgh. 


H. G. Jackson . . former manager of bank 
planning and development, has been 
named director of sales planning, Todd 
Co., Rochester, N. Y., manufacturer of 


check-writing equipment. 


Eastman Kodak Co. . . Rochester, N. Y., 
has made the following appointments for 
their two newly created sales divisions: 
John McMaster has been named manager 
and Edward H. Cann and Silvanus G. 
Hall, assistant managers, of the new 
graphic reproduction sales division; and 
Paul A. Barbee has been named manager 
and Charles E. Bullard, assistant manager, 
of the new business photo methods sales 
division. 

Continued on page 140 





FOR A “HIT” SHOW NEXT YEAR 
.. « START PLANNING NOW 
with rour FREE BARRY-O-METER 


Prepared by experienced Lewis Barry exhibit special- 
ists, it lists many important items you should consider 
over a 52 week period to get your exhibit booth ready 
for the trade show . . . Tells when to begin each phase 
of your Show Planning and Promotion—and when 
each should be completed to insure success. The 
BARRY-O-METER covers 


@ SHOW PLANNING AND PROMOTION 
@ EXHIBIT DESIGN AND CONSTRUCTION 


PLUS . . . HINTS ON “BOOTH BEHAVIOR” 

AND BOOTH MAINTENANCE 
~ complete information on Lewis Barry Exhibit 
ervice. 


You'll want a BARRY-O-METER for every show on your 
schedule during the coming year. Write for yours today... 
there’s no obligation. 


fos Cally, wo. 


TRADE SHOW EXHIBITS 


12 JOHN STREET, NEW YORK 38, N.Y. 
PHILADELPHIA: 404 E. BALTIMORE PIKE, LANSDOWNE, PA. 


SHO-FLOOR 


Interlocking Rubber Tile 


For Attractive, Low Cost Floor Covering 


Pays for itself after only a few Shows 


ATTRACTS PROSPECTS 

REDUCES SHOW FATIGUE 

WIPES CLEAN—STAYS BRIGHT 
FITS ANY FLOOR PLAN 

EASY TO LAY—NO ADHESIVES 
STRIKING MARBLEIZED PATTERNS 


or 24 Beveled 
edge strips. For additional information 
about SHO-FLOOR and other items in 


our complete Show-Aids line, write 


squares “% thick 


or phone 


SHO-AIDS, INC. 


12 JOHN STREET, NEW YORK 38,N.Y. 
WORTH 4-0850 





industrial 


March 


8-10.. 


-- Electrical 


EAC Trade Show Clinic & 
“Show for Shows,” 69th 
Regiment New 
York. 


Armory, 


Industrial Expo- 


sition, Olympic Park, Irv- 


ington, N. J. 


2nd & 3rd week . . California Inter- 


national Home Show & 
Builders’ Market Week, Ex- 
position Bldg., Oakland, Cal. 


-National Feed Industry 


Show, Municipal Auditorium, 
Kansas City, Mo. 


American Society of Tool 
Engineers, 
trial Exposition, Shrine Audi- 


Western Indus- 
torium and Shrine Exposition 
Hall, Los Angeles. 


Canadian Automotive Serv- 
ice Show, Canadian Na- 
tional Exhibition Grounds, 
Toronto. 


Western Metal Congress & 
Exposition, Pan Pacific Aud- 
itorium, Los Angeles. 


--southern Pine Assn. 40th 


Annual Convention & Ma- 
chinery Exposition, Munici- 
pal Auditorium, New Or- 
leans. 


-- World Plastics Fair & Trade 


Exposition, National Guard 
Armory, Los Angeles. 


AMA National 
Exposition, International Am- 
phitheater, Chicago. 


Packaging 


National Premium Buyers’ 
Exposition, Navy Pier, Chi- 


cago. 


x 


shows 





io 


International Food Show, 
Kingsbridge Armory, New 
York. 


Southeast Automotive Show, 
Lakewood Park, Atlanta, Ga. 


.eInternational Oil Exposi- 


tion, Houston Coliseum, 


Houston, Tex. 


.- International Aviation Trade 
Show, 69th Reg. 
New York. 


Armory, 


.- First Foreign Trade Exposi- 
tion, Shrine Exposition Hall, 
Los Angeles. 


-»-New York International 
Trade’ ‘Fair, 69th Reg. 
Armory, New York. 


.»Electronic Parts Show, Con- 
rad Hilton, Chicago. 


.- American Mining Congress, 
Coal Convention & Exposi- 
tion, Public Auditorium, 


Cleveland. 


.. National Materials Handling 
Exposition, International Am- 
phitheater, Chicago. 


--Sales Aids Show, Biltmore 
lotel, New York. 


.» NOMA Office Machinery and 
Equipment Exposition, Mu- 


tual Arena, Toronto, Can. 


.. Maritime & Industrial Ex- 
position, Broadway Pier, San 


Diego, Cal. 


.- Canadian International Trade 
Fair. Exhibition Park, To 


ronto. 


Engineering Show, 


Philadel- 


Design 
Convention Hall, 


phia. 
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1920 


CLARK 
EQUIPMENT 


RAN THEIR FIRST ADVERTISEMENT 
IN BRICK & CLAY RECORD 


Today, 35 years 

later, they are still a 

“satisfied customer”—using 
BRICK & CLAY RECORD’s 
pages to carry their sales messages 
to this specialized market. 


The long list of similar long-time ad- 
vertisers is the best evidence that both 
media and market have “measured up” 
through the years. Booming and buy- 
ing as never before today, this sales- 
sensational market can spark your 
sales curve to new highs. 


Write for com- 
plete New NIAA 
analysis of this 
booming market. 


—=—_—S=—S—=— 


Brick ¢Clay 
Record 

" | 

Brick & Clay Record 


3 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS 











rad GOAL MINING. ; 


the paper worth reading” 


Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year ofter year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 
worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 
.. advertise in COAL MINING. 


A-7178 


COAL MINING-— 


4575 Country Club Drive + Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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| Advertiser changes. . 


Heydinger 
Norman F. Heydinger . . former assistant 
manager, sales statistics department, Sei- 
berling Rubber Co., Akron, O., has been 
named manager of the department. 


Worthington Corp. . . Harrison, N. J., has 
made the following appointments: Walther 
H. Feldman has been named executive 
vice-president; Thomas J. Kehane, former 
assistant vice-president and general sales 
Feldman as vice- 
William A. 


sales manager be- 


manager succeeds Mr. 
president in charge of sales; 
Meiter former central 
comes general sales manager and is suc- 
ceeded by Clarence S. Wentworth, former 
manager of the company’s Detroit district 
Office; Fred J. Blacker has been named 
manager of original equipment sales, Air 


Conditioning & Refrigeration Div., and M. 


| M. Lawler has been named sales man- 


ager, packaged products, in that division. 


Harvey J. Nolan . . assistant to the vice- 
president in charge of sales, Four Wheel 
Auto Co., 
named manager of the new market de- 


Clintonville, Wis., has been 


velopment department. 


Agency changes. . 


Michael S. Freeman . . who formerly con- 
ducted his own sales promotion and mer- 
chandising consulting service, has joined 
James Thomas Chirurg Co. as 
manager in the Boston office. The agency 
has also been named to handle advertis- 
, Chicago, 
a part of the folding carton division of 
Robert Gair Co. 


account 


ing for American Coating Mills 


Robotham & Peck Inc. . . Hartford, Conn., 
has been reappointed agency for F. E. 
Anderson Oil Co., 


Portland, Conn. 


William Gent Co. Ltd. . . Toronto, has been 
named to handle Canadian advertising for 


Aro Equipment of Canada Ltd., Toronto. 


James P. Cody .. former vice-president, 


Burton Browne Advertising, Chicago, has 


been appointed executive vice-president. 








Telephone Market 


If you desire to secure the utmost in 
sales returns from the multi-billion dol- 
lar telephone industry your Number | 
BUYERS’ DIRECTORY selection should 
fae 

Telephone Engineer and Management's 
1955 COMPOSITE CATALOG & BUYERS’ 
DIRECTORY. 20th Edition 





The $13 Billion Telephone Industry includ- 
ing more than 5,000 Independently owned 
telephone companies operating over 12,000 
exchanges in addition to te Bell System will 
spend approximately $1'/4 Billion annually 
during the next three years according to 
recent estimates. 


Would you like to have a current 
(1954) directory (FREE) listing more 
than 650 items ranging alphabetically 
from acetylene torches, adding machines 
and augurs through typewriters, wires 
and wrenches used in and around a tele- 
phone exchange? 


Write or Phone 


TELEPHONE ENGINEER 


Publishing Corporation 
Telephone ROgers Park 4-3040 
7720 Sheridan Road, Chicago 26, Illinois 


WHY 


CNM ..... 


TOP READERSHIP 


...In The Lower 
MISSISSIPPI VALLEY 


For the 12-month period, ending January, 
1955, Construction News Monthly published 
a total of 1,444 pictures, which included 
486 on-the-job action pictures and 1,685 
pictures of identified personalities. 











For the 12-month period, ending January, 
1955, Construction News Monthly published 
7,494 column inches of news and features. 


For the 12-month period, ending January, 
1955, Construction News Monthly and Con- 
struction News (weekly) published a total 
of 17,475 column inches of bid news. 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 














Agency changes. . 





Lawrence 


Douglas A. Lawrance . . former group su- 
pervisor, Fuller & Smith & Ross, has been 
named vice-president, Gaynor & Co., New 
York. 

Robert E. Lechner . . former account ex- 
ecutive, Griswold-Eshleman Co., has been 
named senior account executive, Meldrum 
& Fewsmith, Cleveland. 


Compton Advertising, Inc. . . New York, 
has elected the following new officers: 
Barton A. Cummings has been elected 
president to succeed Robert D. Holbrook. 
who was named chairman of the board; 
John K. Strubing, Jr.. was named vice- 
chairman of the board and was succeeded 
as executive vice-president by Alfred J. 
Seaman, and C. James Fleming, Jr., was 
elected senior vice-president. 


New York city public 
advertising ex- 


Gene Bartczak . . 
relations and _ industrial 
ecutive, has opened an independent office 
at 119 Soifer Ave., North Bellmore, L. I. 
Marion E. Burton . . former director of 
public relations, Denison Engineering Co., 
Columbus, O., has been named account 
executive, Howard Swink Advertising 
Agency, Marion, O. 


Oliver-Beckman . . New York, will handle 
advertising for Brown Products Co., Forest 
Hills, N. Y. manufacturer of air condition- 


ing systems. 


Gaynor & Co... New York, has been 
named to handle advertising and public 
relations for Div., 
Laboratories, New York manufacturer of 


Microcast Austenal 


power blades for jet engines. 


George F. Walsh Advertising Agency . . 
Vineland, N. J., has been appointed agen- 
cy for Fanning-Schuett Engineering Co., 
Philadelphia manufacturer of bulk mate- 
rials handling and storage equipment. 


George W. Oliver . . former merchandising 
and advertising manager, Westinghouse 
Electric Supply Co., Los Angeles, has 
joined Leo Burnett Co., Chicago, as ac- 
count executive. 

Continued on page 143 


A 
PROFIT-PACKED 
CIRCULATION 
THAT’S 
COUNTABLE 


.. IN THE RETAIL FIELD— 


11,899 from a total of 25,494 readers 
are actively selling from THEIR OWN stores! 


They sell, install and service everything 
from heating systems to bathrooms and 
kitchens. Homeowners rely on their 
judgement when building new homes 
or remodeling old ones. 


GET THE FACTS ON THE LARGEST CIRCULATION 
OF THE THREE FULL SERVICE MAGAZINES... 
25,494 READERS EVERY MONTH. 


“Build Upon A Sound Foundation”... Contains the complete factual story of the three 
full service books. If you haven't received your copy, write or wire. 


PLUMBING & HEATING BUSINESS 


130 East 59th Street + New York 22, N. Y. 
Plaza 3-9177 



































































These retail salesmen are constant fol- 
lowers of the editorial guidance of PHB 
... whose pioneering development of 
the merchandising plumber goes 


ahead in 1955. 












TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 


1955 Market Data & Directory Number 
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Ylames and faces tn the nett, 





He Wins Awards 

Winner of a Direct Mail Advertising Association award for direct 
mail copy and of a 1953 NIAA exhibit award, J. C. Freyberg has 
been advertising manager of Panellit, Inc., Skokie, IIl., since 1952. 
He started out in an advertising agency, switched to selling 
printing paper and then did sales, advertising and publicity work 
with Wheelco Instruments Co., Chicago, for 10 years before 
joining Panellit. 





J. C. Freyberg 


Citations for an Ex-POW 

Behr-Manning, Troy, N.Y., manufacturer of pressure sensitive 
tapes, has won three consecutive “Best of Industry” awards for 
excellence in direct mail advertising . . and all of them have come 
for work supervised by Harry Seifert. Now assistant manager of 
the advertising and sales promotion department, Harry has been 
with the company since 1937, working on publicity, advertising and 
sales promotion. A victim of the Bataan death march, he spent 342 





Harry W. Seifert Jr. 


An Artist in His Own Right 

Edward L. Grant is an adman-artist whose paintings have been 
exhibited at several art shows. Some of his work is in the 
permanent collection of the Wilmington, Del., Society of Fine 
Arts. Mr. Grant, art director for Hercules Powder Co., 
Wilmington, since 1942, has been named manager of advertising 
services, a new post created to coordinate all advertsing 
department activities related to art. He also will 

continue as art director. 





Edward L. Grant 


Up through the ranks 

Ross French got his B.S. from the U. of Pennsylvania’s famed 
Wharton school just in time to pin on his bars and serve for two 
years as an infantry lieutenant. In 1945, he became supervisor of 
industrial relations, X-ray Div. of Westinghouse, Baltimore, and in 
1948 he joined Black & Decker Mfg. Co., where he has been 
advertising production assistant, assistant to the publicity manager, 
assistant advertising manager and advertising manager, the 
position he now holds. His one son, G. Ross French Jr., has not 
yet indicated whether he intends to follow dad’s footsteps. 





G. Ross French 
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years in the Philippines and in Honshu as a prisoner of the Japanese. 






Agency changes.. 





Lyle Hosler . . formerly in business on the 
West Coast, has joined Thomson Adver- 
tising, Peoria, Ill., as vice-president in 
charge of business development. He was 
the founder of Hosler Advertising, Peoria, 
later called Thomson Advertising. 


Batten, Barton, Durstine & Osborn . . New 
York, has opened a new West Coast office 
in the White-Henry-Stuart Bldg., Seattle, 
Wash. 


Zimmer, Keller & Calvert . . Detroit, has 
been named to handle advertising for Reo 
Motors, Lansing, Mich. 


Edward R. Trapnell . . 
sistant to the general manager of the U. S. 
Atomic Energy Commission, has joined 


former special as 


Bozell & Jacobs in their Washington office, 
as a member of their nuclear energy in- 
formation services division. 


Jaqua Co... Grand Rapids, Mich., has the 
following new accounts: Howell Electric 
Motors Co., Howell, Mich. manufacturer 
of precision-built industrial motors; Te- 
cumseh Products Co., Tecumseh, Mich. 
manufacturer of refrigeration and air con- 
ditioning compressors, and Skuttle Mfg. 
Co., Milford, Mich. manufacturer of hu- 
midifiers. 


R. R. Buntaine . . 
Nuclear Instrument & Chemical Corp., 


former sales manager, 


Chicago, has been named sales manager, 
Nuclear Consultants, Inc., St. Louis, Mo. 
Mr. Buntaine will direct the instrument 
sales program, which will be carried on 
by NRD Instrument Co., a separate divi- 
sion of the company, which was formerly 
primarily a consulting organization. 


Fred E. Lesner. . 
ager for Chemical Week and Chemical 
Engineering, has joined the executive staff 
of Royal & deGuzman, New York. 


former promotion man- 


Meldrum & Fewsmith . . Cleveland, has 
been named to handle advertising for 
General Dry Batteries, of the same city. 
Thomas D. Heap . . former advertising 
copy supervisor, Carboloy Dept., General 
Electric, has joined the creative-contact 
staff of Gray & Kilgore, Detroit. 


John E. Goulet and Sidney A. Hunt. . 
have been named vice-presidents of Mel- 
drum & Fewsmith, Cleveland. Mr. Goulet 
is a senior account executive and Mr. Hunt 
is copy supervisor. 


C. Bruce Richardson . . former advertising 
account supervisor, Ingersoll-Rand Co., has 
joined John Mather Lupton Co., New York, 
as assistant account executive. 

Continued on page 144 
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Your Sales Message 


Keeps on Selling 
in the ACI JOURNAL 


ACI Journal readers are concrete experts . . . it’s their job 
to specify and buy. And here is the only magazine that pub- 
lishes current, authoritative technical information for all 
phases of the concrete engineering field. Here, too, is the 
25-year-old world authority on concrete. It’s no wonder that 
ACI Journal copies are filed for ready reference on concrete 
problems. Your message will continue to sell your services 
and products long after other magazines have been discarded. 






Send today for the complete A. C. I. story 
in the N.I.A.A. Brochure Form 




















AMERICAN 
CONCRETE 
_ INSTITUTE 
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Dixie Contractor 
ARCHITECTURAL ISSUE 


Published every 4th Wednesday 


Here is the Key to the Heart of a $11 

Billion Market in 5 Busy Southern States 
GEORGIA $604,698,994 
S. CAROLINA $250,629,990 
TENNESSEE $253,736,960 
FLORIDA $398,033,334 
ALABAMA $219,527,655 

In addition 

$762,750,000 for schools, colleges, hos- 

pitals, water, sewers, industrial develop- 

ment, private construction, dams, locks, 

power plants 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 











Gales Costs 


WITH 


“KEY PROSPECT” 
MERCHANDISING 
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WALDIE 


and 


BRIGGS 


inc. 


Advertising 
Est. 1922 


221N. La Salle St. - Chicago 
FRanklin 2-8422 
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Agency changes. . 
Geare-Marston . . Philadelphia, has been 
named to handle all advertising, excepting 
the marine division, of Valspar Corp., 
Ardmore, Pa. manufacturer of paints and 


varnishes. 


Bingham Technical Advertising . . Detroit 
has been named to handle advertising for 
Super Tool Co., of the same city. 
Horton-Noyes Co. . . Providence, has been 
named to handle General Electric Co.'s 
wiring device account. The GE department 
is located in Providence. 
Heggie Advertising . . Toronto, Canada, 
has been named to handle advertising for 
Edwards of Canada, Ltd., manufacturer of 
electrical signaling devices. 

Marvin Hahn, Inc. . . Detroit, has been 
named to handle advertising for Detroit 
Controls Corp., a division of American 
Radiator & Standard Sanitary Corp. 


James M. Costello . . with Bert S. Gittins 
Advertising, Milwaukee, since 1937, has 
been named director of industrial markets 


Oliver-Beckman . . New York, has been 
named to handle advertising for Star- 
Kimble Motor Division, Miehle Printing 


Press and Mfg. Co., Bloomfield, N. J. 


Roger Slattery . . former advertising man- 
ager, Pioneer Gen-E-Motor Corp., has 
joined Schnell & Associates, Chicago, as 
an account executive. 

Denham & Co. . . Detroit, has been named 
to handle advertising for Wesson Metal 
Corp., Lexington, Ky., and Wesson Co., 
Detroit. 

John W. McDermott formerly with 
Gotham Advertising, has 
agency under his own name at 740 State 


St., Santa Barbara, Cal. 


opened an 


Wesley Aves & Associates Grand 
Rapids, Mich., announced the appointment 
of two vice-presidents and the opening 
of a Chicago branch office. W. Donald 
Molitor, with Aves for the past year, will 
be the new vice-president in Grand Rapids 
and Kenneth C. Ring, former executive 
vice-president of William Hart Adler, will 
be in charge of the new Chicago office at 
30 North LaSalle St. 


Fred R. Keith . . former account executive 
with Grant Advertising, has joined Bu- 
chanan & Company, Los Angeles, as ac- 
count executive. 

Continued on page 145 





Mr. Adam Breuer, President of 
Breuer Electric Mfg. Company, 
knows that marketing a product 
is often a matter of educating in- 
dustry to accept a new method. 
He also knows how his agency, 
Grimm & Craigle, Inc., has helped 
his company do this and to dis- 
cover entirely new fields for sales 
exploration. We'd like you to find 
out, as he did, that we can thor- 
oughly understand an industrial 
product and the sales job that 
has to be done on it. 

We'd like to get to know you, 
too. Call us in for a chat. 


@ 


GRIMM & CRAIGIZE, Inc. 


C -toerising 


201 N. WELLS STREET 
CHICAGO 6, ILLINOIS 
FRanklin 2-8056 


Advertising, Sales and Merchandising Counsel to 
the Industrial and Hard Goods Markets 





WHY 
SHOULD 

You 

BOTHER — 
ABOUT 

NAME PLATES? 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, W!SHAWAKA, IND, 











Media changes. . 













Carl J. Coash . . former advertising sales 
manager, Coal Age, Engineering & Mining 
Journal and EM&J Metal & Mineral Mar- 
kets, all McGraw-Hill Publications, New 

( York, has been named publisher of the 
three publications, effective April Ist. Al- 
fred M. Staehle, whom Mr. Coash suc- 

| ceeds, will continue as publisher of Fac- 
tory Management & Maintenance, also a 
McGraw-Hill publication. 


Hitchcock Publishing Co. . . Wheaton, Ill., 
will launch a new monthly publication, 
Grinding & Finishing, in May. The publica- 
tion, with a standard 7x10” format, will 
have a distribution of 30,000 and is apply- 
ing for an audit by Business Publications 
Audit. 




















Breskin Lane 





Theodore B. Breskin . . former assistant 
vice-president, Breskin publications, New 


York, has been named vice-president. 








Harry T. Lane . . former district manager, 
Midwest territory, Commercial Car Journal, 
has been named advertising sales man- 


ager, Transportation Supply News and Job- 






ber Product News, Chicago. 


W. R. C. Smith Publishing Co. . . Atlanta, 
has made the following changes: O. A. 
Sharpless has been named general man- 
ager of Southern Hardware; Charles E. 
Smith, former assistant business manager, 
replaces Mr. Sharpless as business man- 
ager. Donald L. Moore, former editor, 
Southern Building Supplies, has been 
named manager of the publication, and 
Walter Gans, former southern promotion 
manager, Reynolds Metals Co., has been 
appointed business manager. Richard L. 
Priess, has been named assistant manager 
{ of Southern Power & Industry. 


Charles F. Meyer . . former district sales 
manager for McGraw-Hill International 
Corp. in Philadelphia, has moved to New 
York as district sales manager for two 
of the company’s publications, Ingenieria 
Internacional Industrial and Ingenieria In- 


ternacional Construccion. 


Ray L. Huebner . . former business man- 
ager, Tooling & Production, Cleveland, has 
been named publisher. George J. Huebner 
remains editor-in-chief. 

Continued on page 146 











When consumers use your product 
according to clear, accurate instruc- 


“HOW MEYERCORD 
SERVES INDUSTRY” 
No. 4 of a Series 


MEYERCORD 
Manaelede VECALS 


Help Consumers USE 
Your Product Correctly 















tions, they are assured of peak ef- 


ficiency ... 


and your chances of a resale are increased greatly. You 


cut service problems drastically, too. 


Meyercord Nameplate Decals on your product promote proper use 
by the consumer. Use Meyercord Decal Nameplates for operating 
instructions, safety signs and warnings, indicators and guides, lu- 
brication charts, dial and gauge markings, and wiring diagrams. 
Meyercord Dealer nameplates refer the user back to the dealer for 
parts and replacement. Meyercord Decals are individually engineered 
for quick, easy application to any commercial surface, without change 
in your present assembly line, for long or short production runs... 
at astonishingly small cost per unit. Permanently secured, Meyercord 
Decal Nameplates can be designed to withstand extreme temperatures, 
abrasion, wear or any unusual condition. 


Let a Meyercord Decal engineer show you how to get maximum 
consumer use for your product through application of informative, 
instructional decals. He’ll study your product and make specific recom- 
mendations .. . without obligation ... as another Meyercord service. 











FREE! «mark-it’ MANUAL OF DECAL NAMEPLATES 


Send today, on your company letterhead, for 
this valuable full-color guide to every indus- 
trial problem in marking, identification, in- 
struction, and information. Gives you 
hundreds of new ideas for the application of 
decals to your products. 





DEPT. E-308 
5323 WEST LAKE ST. 
CHICAGO 44, ILLINOIS 








a. 





STRIAL HEATING 


1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. 
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THIS IS THE 
LOCAL NEWS 
PACIFIC NORTHWEST 
BUSINESS MEN 
WANT 


All types of business 
transactions 

Bids pending, Bids let, Call 
for Bids 

Timber sales and facts 
Transportation news 
Financial news 

Contracts 

Permits 


“q4<<4e¢q 4 < 


THIS IS THE 
BUSINESS PAPER 
THAT PUBLISHES 

THE VITAL NEWS 
FOR THEM 


Daily Ses 
711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 


naLotfommerce 











— MARKETING 
HANDBOOK 


®@ Scientific selling meth- 
ods you need to. get 
impressive results in to- 
day's changing markets. 
30 sections cover: market 
research; distribution; in- 
dustrial marketing; adver- 
tising media; packaging; 
pricing; sales promotion; 
public relations, etc. 69 
Contributors, 226 _ ills., 
1321 pp. $10 


Other RONALD HANDBOOKS: 


ACCOUNTANTS’ HANDBOOK 

Over 90 Contributors. 287 ills., 

tables. 1505 pp. 3rd Ed. $10 
Cost Accountants’ Handbook 

Over 70 Contributors. 556 ills., 

tables. 1482 pp. $10 
FINANCIAL HANDBOOK 

65 Contributors. 139 ills., 1289 

pp. 3rd Ed. $10 
PERSONNEL HANDBOOK 

65 Contributors. 262 forms, ills., 

1167 pp. $10 
PRODUCTION HANDBOOK 

90 Contributors. 771 forms, 

charts, ills., 1676 pp. $10 


@ Send for Handbooks. Save postage by 
remitting with order. Books return- 
whle if not satisfactory. Dent. IM-2. 


THE RONALD PRESS COMPANY 
15 East 26th St., New York 10 
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Media changes.. 


H. C. Phelps . . former associate editor of 
Welding Engineer when it was a McGraw- 
Hill publication, has been named eastern 
regional vice-president and manager in 
White Plains, N. Y., by the new owner, 
Welding Engineer Publications, Inc., Chi- 
cago. 

Cleaning Laundry Supplier . . is the title 
of a new monthly publication, to be 
published by Cahir Publishing Co., New 
York, starting in March. The book will 
have a king-size format, 1114x1114", a 
controlled circulation, and will be directed 
to textile maintenance distributors and 


salesmen. 


Richard H. Putman . . former Midwest rey 
resentative, Food Processing, Chicago, has 
been named western sales manager. 


Arthur H. Dix, Jr. . . formerly with Thoma 
& Gill, has joined the Philadelphia sales 
staff of Conover-Mast Purchasing Director 
New York. 


Robert B. Hotz . . former executive editor, 
Aviation Week, Washington, D. C., has 
been named editor, and will work out of 
McGraw-Hill’s New York office. 

Sweet's Catalog Service . . division of F. 
W. Dodge Corp., New York, has appointed 
the following as regional vice-presidents 
in their respective areas: John Williams, 
in charge of Eastern region sales in New 
York; Roy Hard, in charge of Central re- 
gion sales in Cleveland, and Clinton Ben- 
nett, Western regional manager in Chi- 


coga. 


Your Church .. is the name of a new 
building and equipment quarterly in the 
Protestant Church field, to be published by 
Religious Publishing Co., Greenwich, 
Conn., starting in April. Victor E. Campbell, 
formerly religious editor at Doubleday & 
Co., will be editor and the Allan E. Schur- 
bert Co., with offices in Philadelphia, Chi- 
cago, Los Angeles and Atlanta, will be 
advertising representative. The publication 
will have a controlled circulation of 200,- 
000 ministers and church architects. 


William H. Relyea, Jr. . . has resigned as 
vice-president and eastern manager of In- 
dustrial Laboratories Publishing Co., Chi- 


cago. 


Glenn Sutton, Jr. . . former circulation man- 
ager, Contractors’ Electrical & Equipment 
and Electronic Equipment, Sutton Publish- 
ing Co., White Plains, N. Y., has been 
named director of circulation for all four 
Sutton punblications (including Metal- 
Working and Electrical Equipment). 
Continued on page 147 





BINDERY WORK 


We are equipped to handle folding, 
saddle binding, side wire binding, 
special wire sewed binding, trimming, 
automatic mailing, etc. Will be 


pleased to quote. 


MORTON PRINTING COMPANY 


Pontiac, Illinois 











_ WHAT’S GOING ON! 


@ Moke sure you get all published items about 
your or your client’s business each month. 
Bacon’s clipping bureau regularly clips over 
3,058 publications for over 1,000 clients. Approx- 
imately 100,000 clippings sent out per month, 
from business, farm and consumer publications. 
An invaluable service to ad managers, agencies, 
publicity and public relations men, researchers 
and others. Write for free booklet No. 55, 
“Magazine Clippings Aid Business.” 


Don’t forget Bacon’s 1955 Publicity Checker. Helps 
handle publicity more effectively. It's coded this 
year to show publicity used by each of our 3,058 
publications. Spiral bound fabricoid, 256 pages, 
6% x 92" $15.00. Sent on Approval. 





BACON’S CLIPPING BUREAU 
343 S. Dearborn Street * Chicago 4, Illinois 
Established 1932 








PROMOTION MAN 
ARCHITECTURAL AND ART BOOKS 


Established New York City professional 
and technical book publisher seeks 
young, direct mail promotion man with 
architectural or arts background or ex- 
perience in promoting architectural 
books to professionals and the trade. 
Should also understand display advertis- 
ing, merchandising, publicity, etc. Please 
write giving all details, including salary 
desired. Our staff knows of this ad. 
Box 507, c/o Industrial Marketing, 200 
E. Illinois St., Chicago 11, Illinois. 











MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1955 SCHEDULES 


.. . see the hundreds of pages 
of data covering 63 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
. +. in your 


1955 INDUSTRIAL MARKET 
DATA & DIRECTORY 
NUMBER 














Media changes. . 


Robert C. McConaughey . formerly with 
the advertising department, Nebraska 
Farmer, has joined the advertising sales 
staff of Implement & Tractor Publications, 
Kansas City, Mo., as New York represent- 
ative. 


Keith H. Evans & Associates . . Los Ange- 
les firm of publishers’ representatives, 
have moved to 3723 Wilshire Blvd. 


M. Michael Cerick, Jr. . . formerly with the 
Wall Street Journal, has joined American 
Aviation Publications as advertising repre- 
sentative in the New York offices. 


Jerome Campbell . . formerly with Charles 
Mathieu & Co., has been appointed editor, 
Modern Textiles Magazine, New York. 


C. Melvin Carlson . . has been appointed 
to the newly created position of sales man- 
ager, Home Maintenance & Improvement, 
Vance Publishing Corp., Chicago. He will 
also continue as business manager of Food 
Packer, also a Vance publication. 


Theodore F. Etter . . formerly with The 
Sawyer, Ferguson, Walker Co., newspaper 
representatives, has been named Detroit 
district manager for Mill & Factory, New 
York. 


Fred J. Zindler .. formerly with Penton 
Publishing Co., has been named advertis- 
ing sales manager, Hotel Monthly, Evans- 
ton, Ill. 


Office Equipment Buyer .. a regular de- 
partment of Canadian Stationer, published 
by Maclean Hunter Publishing Co. Lid., 
Toronto, will become a separate magazine 
starting next March. It will be published 
six times a year, in the spring and fall 
months. R. K. Garrett will be manager 
of the new publication, and H. F. Spearing, 
managing editor. 


Howard W. Long. . former sales engineer, 
Bohn Aluminum and Brass Corp., has been 
named advertising space sales district 
manager for Materials & Methods in New 
York, New Jersey and parts of Pennsyl- 
vania. 


American Printer . . published by Moore 
Publishing Co., New York, will change 
its name to American Printer & Litho- 
grapher, effective with the January issue. 
The publication will be specifically edited 
for combination plants .. printing firms 
which utilize both letterpress and litho- 
graphic facilities. 


Eugene F. Sitterley, Jr. . . formerly with 
Murray Martin Public Relations, has joined 
the staff of World's Business and Guia, 
New York. a 








Effective March 1, 1955 


Harry T. Lane 


Becomes Advertising Sales Manager of 


Transportation Supply News 
and Jobber Product News 


Mr. Lane comes to TSN and JPN from Com- 
mercial Car Journal where he had spent the 
last twelve years as District Manager. Previous 
to that he was on the advertising sales staff 
of the Chicago Tribune for fifteen years. 


Mr. Lane’s experience in the two fields served 
by TSN and JPN will provide greater service 
and help to advertisers and agencies selling 
the fleet and automotive after-markets. 


Ae G. Stanley, 


President and Publisher 


22 West Madison St., (Suite 650) Chicago 2, Ill. Franklin 2-7450 


What do you. 
. make for 
handling 
materials? 
Td*like 
to know 
about it! 


Maximum efficiency in han- 

dling materials in steel plants 

is the constant aim of men 
like me who are responsible for 
materials handling operations. You 
can contact us regularly, to tell us 
and sell us through your advertising 
in the publication we read every 
month—the Iron and Steel Engi- 
neer, 1010 Empire Building, Pitts- 
burgh 22, Pa. 














enaiweesine 


To Sell the Steel Industry ... Use the IRON and STEEL ENGINEER 
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says M. E. Burton 
Advertising Manager 
Denison Engineering 
Company 


says Allan L. Percy 


Advertising Manager 


Fansteel Metallurgical 
Corporation 


says B. M. Reiss 


Partner & General Manager 


Friend-Reiss Advertising 


says Charles E. Walsh 
Vice-President 


John Mather Lupton 
Company, Inc. 


The magazine of selling and adveilising 1 business. cand andubly 





“Industrial Marketing is the ONE 
publication which is read regularly 
by our advertising and sales 
personnel without fail. We keep 
every issue... and, asa matter 
of fact, we have made IM the 
foundation of our marketing and 
advertising reference file.” 


WITH MEN WHO MAKE 


“For the person responsible for the 
promotion and sale of products 
for industry, there is no publication 
which equals or even approaches 
IM as a source of ideas and 
inspiration. Ali our key men in 
sales, sales promotion and marketing 
read IM regularly.” 


“IM’s case-history approach to 
current advertising and marketing 
problems produces an interesting 
and informative magazine in every 
respect. I probably spend as much 
time with IM as with all other 
advertising trade papers combined. 


9? 


“IM provides me with more pertinent 
information on industrial 
advertising than any other 
publication. I read it regularly 
from stem to stern, then pass it on 
with ‘N.B.’ notations on stories 
which are particularly interesting 
and valuable to others here.”’ 


Industrial Marketing 


200 EAST ILLINOIS STREET * CHICAGO 


Mr. Burton, an Ohio State University marketing graduate, 
entered the industrial advertising field with the J. H. Maish 
Advertising Agency following some radio experience. Later 
he joined Denison, where he has been advertising manager 
for two years. He includes painting, fiction writing, 

lecturing, little theatre and music among his many hobbies. 


INDUSTRIAL ADVERTISING 


For eighteen years, Allan L. Percy has been advertising 
manager of Fansteel Metallurgical Corporation. He is 

author of numerous articles on metallurgical, technical and 
scientific subjects, and has been a member of N.I.A.A. for 
eighteen years. His hobbies include writing and color photography. 


A graduate electrical engineer, Mr. Reiss acquired the background 
of a sales and advertising executive before entering the agency 
business in 1935. He feels that his industrial background and 
engineering education is invaluable in working with his agency’s 
clients in the radio, electronic and electrical manufacturing fields. 


Charles Walsh, a graduate electrical engineer, combined his 
technical background with an aptitude for creative writing 

to become science editor for the Book of Knowledge before 

moving to his present company eight years ago as a junior copywriter. 
Currently, he is vice-president, director and 

business manager of this fast-growing 10-year-old agency. 


ILLINOIS 








Written and read by 
top oil executives 





For “Oil Equipment Specifying & Buying Re- 
sponsibility"’ and other literature, write to 
The OIL FORUM, P.O. Box 388, Ft. Worth, Texas. 








If you wish to reach the 


coal trade use 


CHICAGO NEW YORK 
Manhattan Bidg. Whitehall Bidg. 


for over 69 years the leading 
journal of the coal industry 








FREE CATALOG! 


NOW AVAILABLE! 


The most complete catalog of its kind ever 
published! ARTISTS’ SUPPLIES, SILK 
SCREEN AND SIGN SUPPLIES — THOU- 
SANDS OF ITEMS LISTED! Request must 
be on your company letterhead. 


THE OHIO ART MATERIALS CO. 


2174 E. 9th St Cleveland 15, Ohio 


Case Histories 
on products in use 


Photographic and reporting 

assignments covered throughout 

phone North and South America 
MArket 2-3966 for advertising, editorial or 
or write research purposes 


sicxues 7Zolo-Meopocla ; SERVICE 


38 PARK PLACE ¢ NEW JERSEY 








See Market Data Book 
Page 17 for information 
on monthly competitive 


i Re 
ee 
Nesearcn 


ROUTE NO. 2 CHESTERTON, INDIANA 














For all the Facts on Indus- 
trial and Trade Market Data 


LOOK in 

Industrial Marketing’s 1954 
MARKET DATA & 
DIRECTORY NUMBER 











150 / Industrial Marketing 





gw Send for available Reprints of editorial features 
are offered here as a special 


s service to IM readers. Please 

send number and name of 

Te ‘me eh So article with exact amount in 
coins, stamps or check to: The 


Editor, Industrial Marketing, 200 


‘ ; E. Illinois St., Chicago. 
of Industrial Marketing 
Sorry, we can’t handle credit 


orders under $1. We'll be happy 


feature articles Ea te bill you for larger sums. 


Board chairman surprise choice as Advertising Man of Year 
Copy Chasers, including article by Walter P. Paepcke, January, 1955. 75c 





What do you need most to be an advertising manager? 
by Robert G. Hill, November, 1954. 25c 


Can you use inquiries as a gage of ad readership? 
by Howard G. Sawyer, December, 1954. 40c 


Business paper volume to rise 5% to 4 000,000 in 1954 
by Angelo Venezian, December, 1954. 


How direct mail can help make your ads more effective 


by Richard E. Tirk, November, 1954. 25¢ 


Industrial and consumer . . what's the difference . . why? 
November, 1954. 35¢ 


Unusual shape of business paper ad attracts notice to Buchanan 
November, 1954. 10c 


How to use charts to put over an idea fast 
by Harry W. Jensen, October, 1954. 40c 


A portfolio of award-winning industrial advertising campaigns 
September, 1954. 75c 


RCA’‘s — control campaign 
by E. T. Jones, August, 1954. 35c 


The sales engineer is losing orders, if he doesn’t use ads 
by Bernard Lester, May, 1954. 10c 


Agencies break record in 1953, place 506.777 pages in business papers 
April, 1954. 40c 


Manufacturers see more sales, bigger ad budgets in 1954 
January, 1954. 35c¢ 


How to prepare your industrial catalog 
by R. sa a from a series in the September, October, November and December, 
issues. c 


Before and after . . what have we learned from Readex? 
by Howard G. Sawyer, December, 1953. 50c 


Best-read industrial ads . . photos outpull drawings 
November, 1953. 250 


Which ad attracted more readers? 
A selection of Starch scored ads from Industrial Marketing's monthly feature. 


Sales promotion ideas 
A selection from Industria! Marketing’s monthly department. 75c 


IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75c 


You are now entering the industrial merchandising eral 


by G. D. Crain, Jr., May, 1953. 25c¢ 


What 641 leading advertisers spend in business papers 
May, 1953. 50c 


How industrial advertising paid off 
An NIAA study of 17 case histories, June 1951-Dec. 1952. 


How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 25c 


91 companies report . . industrial salesmen earn average $8,000 in ‘51 
by Merle Kingman, Mar., 1952. 25c¢ 


A guide to better publicity 
by members of the Industrial Publicity Association, New York. 75c 


How to measure results of industrial advertising 
by William A. Marsteller, May, 1949. 25c 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c. 


How can I find what type to use? 
by A. Raymond Hopper, April. 1948. 25c 


1953, 





Index to Advertisers 





*Abernethy Publications 

*Advertisers’ Research Service .. 150 

*American Artisan 9 

*American Aviation 

* American ag pect 

*American City, T- 

American cianegiein Co. 

*American Engineer 

American Foundryman 

American Institute of Electrical 
Engineers 

American Institute of Mining and 
Metallurgical Engineers 

*American Machinist 

American Metal Market 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .... Insert Between 32-33 

*Annual Meat Packers Guide .... 18 

*Appliance Manufacturer 

Applied Hydraulics 

*A.S.M.E. Mechanical Catalog and 
Directory 

*Associated Construction Publica- 


*Automatic Control 
*Aviation Age 


*Bacon’s Clipping Bureau 

Barry, Inc., Lewis 
*Best Company, Inc., Alfred M... 56 

Black Diamond 
*Breskin Publications 

Facing Page 97, 105 

*Brick & Clay Record 1 
*Building Supply News 

Business Newspapers Association 

of Canada 

Business Week . Insert Between 48-49 
*Butane-Propane News 


Canadian Industrial Equipment 
News 

*Case-Shepperd-Mann Publishing 
Corporation 

*Ceramic Bulletin 

*Chemical Engineering Catalog .. 

*Chemical Engineering Progress . 

*Chemical Materials Catalog .... 
Chemical Processing 

*Chicago Thrift-Etching Corp. .. 

*Chilton Publications 

*Civil Engineering 

Clark Publishing Co. 

Coal Mining 

*Commercial Fertilizer 
Commercial Refrigeration & Air 
Conditioning 

*Conover-Mast Publications, Inc. 
10-11, Facing Page 49, 116, 4th Cover 

*Conover-Mast Purchasing Direc- 
tory Facing Page 49 

*Construction 

*Construction Bulletin 

*Construction Digest 

*Construction News 
Monthly 

*Constructioneer 


*Daily Journal of Commerce .... 145 
*Dixie Contractor, The .... 98-99, 144 
"Dees Care... Bo We Se aes 77 
Dun’s Review and Modern 
Industry 


*Electric Light & Power 
Electrical Engineering 
Electrical Manufacturing 
Electrical World 
Electricity on the Farm Magazine 16 


Engineering & Mining 
Journal 2nd Cover 
*Factory Management & Mainte-— 


Flow’s Material Handling Illus- 
trated 
Food Processing 


Gage Publishing Co. .......... 90-91 

*Gardner Displays 
Insert Between 96-97 

Gray, Inc., Russell T. 51 
Grimm & ’Craigle 
*Gulf Publishing Co. .......... 42, 89 
*Haywood Publishing Co 54-55 
*Heating, Piping & Air Condition- 

ing 
*Heinn Company, The 
*Hitchcock Publishing Co. 
*Industrial Equipment News . 
*Industrial Heating 
*Industrial Maintenance and Plant 

Operation 
*Industrial Marketing 
*Industrial Press, The 
*Industrial Publications, Inc. 


Industrial Publishing Group, The 


Industry & Welding 

*Institute of Radio Engineers, 
Inc., The 

*Tron Age 

*Iron & Steel Engineer 

Ivel Corporation. 


*Jenkins Publications, Inc. 

Jobber Products News 

Journal of the American Concrete 
Institute 

*Keeney Publishing Co. ....... 9, 107 
Kleen-Stik Products, Inc. 

Knitter, The 


*Machine and Tool Blue Book ... 

* Machinery 

*MacRae’s Blue Book 

*Maintenance Publishing Co. 

Marsteller, Rickard, Gebhardt and 
Reed, Inc. 

*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 6-7, 14-15, 44-45, Insert 
Between 48-49, 60-61, 78-79, 95, 102, 
114-115, 119, 3rd Cover 

*Mechanical Engineering 

*Mechanization, Inc. 

Meyercord Company, The 

*Michigan Contractor & Builder 


*Mid-West Contractor 

*Mill & Factory 
Miller Freeman Publications .... 
Mining Engineering 

*Mississippi Valley Contractor.... 


*Modern Plastics 
*Modern Railroads 
Morton Printing Company 


National Industrial Adv. 


*National Provisioner, The 

*New England Construction... 

New Equipment Digest 

*New South Baker 

Newsweek 

Occupational Hazards 

Ohio Art Materials Co., The ... 

Oil and Gas Equipment 13, 58 


Oil and Gas Journal, The 
*QOil Forum, The 
Petroleo Interamericano 
*Petroleum Processing 
Petroleum Publishing Company, 
We one dary Vv ea,8 694-04 85 6 13, 58 
*Petroleum Refiner 
Petroleum Week 
*Pit and Quarry 
*Plant Engineering 
*Plumbing & Heating Business 
141 


*Power Engineering 

Precision Metal Molding .... 
*Proceedings of the I.R.E. 
*Product Engineering 

Purchasing 

Putman Publishing Co. ...... 41, 
*Railway Age 

*Refinery Catalog, The 
Remington Rand, Inc. 

*Reinhold Publishing Corp. 


Reply-O Products Co., The .... 
*Rocky Mountain Construction 
98-99 


*Safety Maintenance and Produc- 
tion 
*Saturday Evening Post, 


*Simmons-Boardman Pub. Corp. 
36-37 
*Smith, ine, Marry W. .......-... 46 
*Smith Publishing Co., W.R.C. 
$7,:113 
*Southern Advertising and Pub- 
lishing 52 
*Southern Food Processor 52 
*Southern Garment Manufacturer 
52 
*Southern 52 
*Southern Power and Industry 
113 
*Southern Printer 52 
*Southern Pulp and Paper Manu- 
facturer 52 
*Southern Stationer and Office 
Outfitter 
*Southwest Builder & Contactor 


*Sweet’s Catalog Service 
*Technical Publishing Co. ........ 4-5 
*Telephone Engineer Publishing 
Corporation 
*Texas Contractor 
*Textile Industries 
*Textile World 
*Thomas Publishing Co. ........ 1, 31 
*Thomas Register 
*Time 
*Tool Engineer, The 
Insert Between 32-33 
*Transportation Supply News .... 147 
*Utilization 
*Vance Publishing Corp. 
Waldie and Briggs Inc. 
*Wall Street Journal 
Warren Company, S.D. ...... 
*Water and Sewage Works .... 
Welding Illustrated 
*Western Builder , 
*Wood and Wood Products . 
Zippo Manufacturing Co. 


*For detailed reference data see The Annual Market Data and Directory Number 
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AX MERICAN Decats 


© INSTRUCTIONS 
@ TRADEMARKS 
@ NAMEPLATES 


MAXIMUM DURABILITY 
AND ECONOMY BECAUSE one 
THEY ARE “CUSTOMIZED” ane 
FOR YOUR SPECIFIC NEEDS 


© INVENTORY 
MARKINGS 

@ PATENT & 
SERIAL NOS 


© INSPECTION @ INDICATORS © DEALER 
MARKINGS SERVICE 


© GUIDES 


ike! The 
i Y e! 
All decal markings 5 Bann 
ican Decal research } ; ~ 
——" tests decal marking for — 
ike ot and use—assuring you ee 
~ 1 pore dependability _and —_— ny 
Complete design and art service avai 
AD 
request. 


FREE write FOR SAMPLES AND LITERATURE 


American Mecalcomania fo 
4344 W 5th Ave. Dept. R, Chicago 24, Ill 


New York @ Cleveland @ Windsor, Ont Conodeo 





WATER & SEWAGE 
WORKS 


FIRST IN: 


1. ABC paid circulation 
Over 75% in first five ABC classifi- 
cations 

2. ABC renewals 
Average well over 70% for over 
nine years 

. Advertising pages 
far more than any ABC publication 
in the field 

4. Consulting engineers 
Largest circulation among foremost 


consulting engineers in the field. 
For full information write, wire or call 


WATER & SEWAGE WORKS 
ABC ABP 

185 N. Wabash Ave., Chicago 1, Ill. 

155 E. 44th St., New York 17, N. Y. 
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Which ad 
attracted 
more readers? 


® THE AD with three “headlines” for 
Hinde & Dauch attracted more read- 
ers. 

Probably what the ad didn’t say 
in so many words helped attract 
readership for the advertiser. The 
caption or headline, “Attract Atten- 
tion,” carried no copy expanding on 
this idea. The obvious reader reac- 
tion is “how?” And the ad lets the 
photograph tell: by showing a dis- 
play. The other two photos and 
heads follow the same technique . . 
although whether the photos really 


Hinde & Dauch 


Seen- 
Assoc. 


Noted 


Below is 
the answer 
to the problem 


on page 76 


answer the question, “how,” is not 
certain. 

And the informally sketched red 
arrow helped tie the story together 
and to the advertiser’s name. 

Union Bag & Paper Corp.’s ad 
probably suffered from a headline 
that was general and offered no 
documentation. Copy did better, told 
about specific tests the container il- 
lustrated is put through before de- 
livery. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


Union Bag 


Read- Seen- Read 
Most Noted Assoc. Most 





% of Readers 13% 13 


8% 2% 





Cost Ratios 64 62 


© Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


e Seen-Associated denotes the per 
cent of readers who said they remembered 


seeing the ad and associated it with the 
name of the product or advertiser. 


'R) Read Most denotes the per cent of 


62 43 


readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped’’ 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 
average; below 100 is below average. 





New booklet tells all about 
government contract policies 
® WASHINGTON . . The Machin- 
ery & Allied Products Institute, 
Washington, has issued a booklet to 
aid industry in dealing with the 
federal government as a customer. 
The booklet is called “The Gov- 
ernment Contract—How to Use It 
Most Effectively in the Publie In- 
terest.” It outlines broad govern- 


ment contracting policies and in- 
cludes such subjects as profit con- 
trol, contract audit, scheduling of 
production and deliveries, greater 
reliance on commercial products and 
personnel employed in government 
contracting. 

The booklet is available from the 
institute’s headquarters, 1200 18th 
St., Washington 6, for 50 cents a 
copy. 





If you make (or help to sell) 
~ mechanical power transmission equipment, 
such as gear motors, couplings, 
V belts, bearings. . . readers 
wield the in it!... V belts 
for example: °°” of readers 


answering 4 recent survey are men 


who brands! 

| Many other facts about this strong 
market are yours for the asking! 
Remember: gives you the biggest 


audience and the bes! readership. 


IF YOU WANT TO MOVE A PRODUCT PUT BEHIND IT 
McGraw-Hill 





Power Plant Engineers 


are Technical Management 


In Selling the Aviation Market... 


Technical Management Men 
are your most important prospects 


These are the vice presidents of engineering and 
development, project engineers, designers, re- 
search scientists, aerodynamicists, chief engi- 
neers, purchasing agents, managers of production 
and maintenance, and other technical executives 
—even presidents—who are primarily respon- 
sible for the specification and selection of equip- 
ment and services throughout aviation. 


Technical Management Men Use Aviation Age... 
to learnof new products and equipment, for reports 
on equipment applications and product perform- 
ance, and for details of technical developments. 
More Technical Management men read Aviation 
Age than any other aviation magazine...because 
it is the only magazine designed specifically for 
their information needs. 


Your advertising will get results in... 


“lhe MAGAZINE OF AVIATION’S TECHNICAL MANAGEMENT 


A 


viation Age 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, New York 17, N. Y. 

















